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Something besides beer is mak- 
s Milwaukee famous these days. 
wge Callos, of Allis-Chalmers, 
as just been nominated as the in- 
strial adman of 1944. 


" | 


Swift and Co. has changed its 
ame by official action of the 
ockholders to Swift & Co., thus 
nally catching up with the adver- 
sing department. 


* ¥ F 


Department stores, asserts Larry 
fizer, Would have something to 
ell “even if their shelves were 
bsolutely bare.” 

That might be the right moment 
»say a good word for Old Mother 
ubbard. 
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If the tobacco trade goes through 

vith its proposed rationing pro- 
ram, it will be a great thing for 
he bootleggers. Then they can 
teal both in cigarets and ration 
ards. 


a 


CED puts South Bend’s postwar 

mployment at 122% of 1940, 
proudly reports the local Tribune. 
And with CED Chairman Paul 
offman right on the spot, how 
an they miss? 


* wn 


Sohio celebrates its 75th anni- 
ersary with a poster featuring an 
Id time kerosene lamp, and 
ladys the beautiful receptionist 
ays she would like to know why 
hey used to call it coal oil. 
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Bob Pendergast thinks the news- 
papers ought to supply a monthly 
readership rating for all ads pub- 
lished, but like the baseball aver- 
ages they wouldn’t mean much 
without an RBI column. 


=o 


“Due to negative puplicity,”’ Met- 
ropolitan Life won’g' publish its 
customary VD ad®for National 
Social Hygiene Day this year. 
Maybe somebody around Madison 
Square might be willing to offer 
ita blood transfusion. 


.,. =: 3 


_ The express disclaimers of stock 
brokerage firms of interest in han- 
ling any of that idle race track 
dough reminds one correspondent 
hat money seldom cares who 
owns it. 

a mn 


Another angle on that big Shi- 
hola polish-your-own shoes cam- 
Paicn is that it’s going to make 
your barber shop shine boy seem 
jus’ a little less essential than 
heretofore. 

VT vg 


Some day a researcher is going 
‘0 come up with the fact that 
rea ‘ers are mightily irked by as- 
ler ks in ads with no correspond- 
eni. in the copy below. 


yo 


altham Watch has dropped 
ner Welles, and of course that 
em nent statesman was far too 
“ip omatic even to think of drop- 
Waltham Watch. 


a, oe 


ven Hedda Hopper gets thrown 
occ ‘sionally by those relative pro- 
ho| os, as when she reports that a 
‘a! ous movie star will name her 
pective infant “for whomever 
s her to find an apartment.” 


Copy Cus. 


Expanded Vitamin 
Campaigns Reflect 


Makers’ Troubles 


‘Ethical Houses’ 
Sales Greater; 
AMA Refuses Ads 


Chicago, Jan. 26. — Although 
sales of vitamins continue to in- 
crease, expanded promotional 
campaigns recently announced for 
1945 by makers of commercial 
brands connote more than that 
these companies seek more sales. 
The campaigns also reflect uneasi- 
ness among these advertisers 
caused by the fact that this rela- 
tively new field has not become 
stabilized. 

At present, no one manufacturer 
dominates the sales of any type 
of vitamin preparation, and com- 
mercial houses as a group have 
not yet been able to sell as much 
as do so-called “ethical” compa- 
nies. The attitude of the Ameri- 
can Medical Association and of 
doctors constitutes a major stumb- 
ling block for makers of brand- 
name vitamins. 

The companies that market vita- 
mins under “coined” names can- 
not, for example, advertise in 
AMA publications, in any of the 
35 journals of state and regional 
groups affiliated with AMA, and 
in some other medical publica- 
tions. There are, however, many 
medical and dental magazines, in- 
cluding some of the largest in 
point of circulation, in which these 
commercial houses may advertise. 
In all, there are about 130 medi- 
cal, surgical, dental and related 
publications, according to Indus- 
trial Marketing’s 1945 Market Data 
Book number. 


Council Acts for AMA 


AMA magazines’ policy in the 
matter is based on refusal by 
AMA’s Council on Pharmacy and 
Chemistry to “accept” those vita- 
mins for inclusion in its list of 
“New and Nonofficial Remedies.” 

The Council’s refusal to put the 
okay on those vitamin prepara- 
tions results, its officials say, from 
findings that most multiple vita- 
min preparations have no clearly 
therapeutic value and from the 
fact that the names are objection- 
able under its general Rule 8. 
That rule specifies that “coined” 
proprietary trade names must not 
be used unless those names de- 
scribe products offering something 
new in the field of medicine. 

Reporting on 25 well-known 
vitamin mixtures last fall, the 
Council also found that some of 
the producers, whom it did not 
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Self-Promotion... 


of agencies. Ad-libber 
comments. See Page 12. 
Other features: 
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Information for Advertisers 12 
In Washington ;' 24 
Obituaries . oe 
Photographic Review ae 
Postwar Planning a 
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Rough Proofs Pa 
Voice of the Advertiser . 28 


Telechion 


TELECHRON TIMER — Warren Tele- 
chron Co., Ashland, Mass., is promot- 
ing these Pre-Selectors in trade pub- 
lications now, with a consumer list to 
be used later. Placed on radio re- 
ceivers, the Pre-Selector permits auto- 
matic program selection with settings 
possible as much as 10 hours in ad- 
vance. N. W. Ayer & Son is the 
agency. ° 


People’s Book Club 
Attracts 250,000; 
Plans to Expand 


Chicago, Jan. 25.—With the pa- 
per supply still its major headache, 
People’s Book Club, a division of 
Sears, Roebuck & Co., completed 
mailing this week to more than 
250,000 subscribing members a 
Gallup “reading report” to help 
shape its future “good books at low 
cost” program. 

Accompanying the involved ques- 
tionnaire is a full-color 16-page 
folder describing the amazing 
growth of the mail order house’s 
book club since it was launched in 

(Continued on Page 49) 


New Team Starts Surplus 
Property Disposal Tasks 


Paper Shortages 
Hit Big Dailies 
Hardest in 1944 


Media Records’ List 
Shows ‘50 Leaders’ 
Lost Advertising 


New York, Jan. 25.—How in- 
ability to secure sufficient news- 
print has affected larger newspa- 
pers is graphically demonstrated 
by the tabulation of 1944 adver- 
tising linage for the “first 50” 
papers, released today by Media 
Records, Inc. 

Although newsprint was ra- 
tioned during 1943, the smaller 
cuts then in effect enabled news- 
papers generally to show increases 
over the previous year, but during 
1944 this trend was reversed. For 
example, the Detroit News led the 
1943 tabulation with slightly less 
than 24,600,000 lines—an increase 
of 1,500,000 lines over the top 1942 
paper. In 1944 this paper could 
carry only 19,312,567 lines, giving 
it fifth position. 

For 52 cities, Media Records re- 
ports total advertising linage loss 
of 2.5% in 1944, compared with 
1943, but this lo§s is substantially 
greater for the .leading papers. 
The Chicago Tribune, Milwaukee 
Journal, Washington “Star, New 
York Times and Detroit News, 
which were the five largest papers 
in total advertising volume in both 
1943 and 1944, collectively lost 
more than 13,000,000 lines of ad- 
vertising in 1944 because of paper 


(Continued on Page 48) 


Last Minute News Flashes 


Distillers Curtailing Media Schedules for Gin 

New York, Jan. 26.—Because an expected every-other-month alco- 
hol production holiday did not materialize, Fleischmann Distilling Cor- 
poration and Hiram Walker, Inc., have canceled gin schedules; Fleisch- 
mann’s in 169 newspapers and 14 trade publications and Walker in 


newspapers and outdoor. 


Fleischmann’s will retain magazines for its 


gin. Hiram Walker will probably continue its Imperial whisky sched- 
ule as reported on Page 34 and may divert some gin commitments 


to its whiskies. 


Lux Theater to Go On Without De Mille 

New York, Jan. 26.—Columbia Broadcasting System has stated that 
in view of director Cecil B. De Mille’s refusal to pay a $1 fine to the 
American Federation of Radio Artists, Lux Radio Theater will prob- 
ably go on the air Monday, Jan. 29, without him. 


Borden to Spend $5,000,000 in 1945 

New York, Jan. 26.— Borden Company will conduct in 1945 the 
largest advertising program in its 88 years. Including subsidiary milk 
and ice cream companies, the budget is estimated at more than 
$5,000,000 and includes magazines, newspapers and the Ed Wynn show 
on the Blue Network. Young & Rubicam is the agency. 


United Drug Signs Joan Davis 

Boston, Jan. 26.—United Drug Company has signed a four-year con- 
tract involving a program cost of $4,000,000 to sponsor Joan Davis, 
radio comedienne, in the fall of 1945 on either NBC or CBS, with 
time of the weekly broadcasts to be announced later. United Rexall 
products are distributed through 8,000 Liggett, Sontag and Owl drug 
stores. Miss Davis concludes her NBC show for Sealtest, Inc., in June. 
United’s agency is N. W. Ayer & Son. 


Stewart-Warner Radio to Henri, Hurst 


Chicago, Jan. 26. 


Effective Feb. 1, advertising of the radio division | 


ot Stewart-Warner Corporation will be handled by Henri, Hurst & 
McDonald, Chicago. Other Stewart-Warner accounts will continue 
with MacFarland, Aveyard & Co., Chicago. 


‘Surplus Reporter’ 
Lists Offerings; 
Ads Are Planned 


Washington, Jan. 24.—The les- 
sons of nearly a year of prelimi- 
nary sales experiments were 
slowly making themselves ap- 
parent in operation of the govern- 
ment’s tremendous surplus prop- 
erty merchandising job, as a new 
team took over direction of the 
project this week. 

Most of the changes so far have 
occurred in the actual disposal 
agencies—Treasury, RFC and 
others handling the property—but 
many more changes are expected 
in the coming months as the three- 
man Surplus Property Board 
takes hold. 

So far, the central agency con- 
trolling surplus property has 
served as a board of directors, pas- 
sing on the policies adopted by the 
agencies selling specific types of 
goods. In general, the policies 
were intended to move surpluses 
as quickly as possible, with a 
maximum return to the govern- 
ment and full protection for the 
market. 


May Modify Policies 


Under the surplus property law, 
many existing policies, particu- 
larly those protecting established 
trade channels, may be modified, 
for Congress has ordered that the 
property be sold in such a way as 
to encourage new enterprises and 
distribute the benefits as equally 
as possible throughout the country. 

To that end, veterans, farmers, 
and small business men, as well 
as city governments and other 
public groups are to enjoy prior 
demand on available supplies. In 
addition to Congressional super- 
vision along these lines, the board 
will be under the eagle eye of the 
Justice Department, which wants 


Army Launches 
Drive for 8,000 
Medical Wacs 


New York, Jan, 25.—The first 
1,250-line insertion in an Army 
emergency campaign for 8,000 
medical Wacs by April 1 is being 
sent by Young & Rubicam, volun- 
teer agency, to every daily news- 
paper in the country, for local 
sponsorship. 

The initial insertion, all type, 
is headed, “A Report to the Wo- 
men of America on Our Wounded 
and the Critical Need for More 
Wacs in Army Hospitals.” Eleven 
others, available in various sizes, 
will follow. 

Cost of preparing and distrib- 
uting the mats is being defrayed 
by the American Association of 
Newspaper Representatives, whose 
president, Herbert W. Moloney of 
Paul Block & Associates, is urging 
the cooperation of all representa- 
tives in the campaign. 

The National Retail Dry Goods 
Association is asking its’ 6,000 
member stores to aid the over-all 
nurse program with newspaper 
advertising, displays and store re- 
cruiting booths, 

H. M. Warren, Union Carbide & 
Carbon Corporation, is campaign 
coordinator for the War Advertis- 
ing Council, and Ralph Foote, 
Beech-Nut Packing Company, 
campaign manager. 
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to be sure that surpluses are avail- | posal agency facing the job of sell- 


able to newcomers in the business | 
world, as well as established firms. | 
To carry this out, the board is | 


ing the goods. To that end, the 
RFC, which deals in industrial 
equipment and capital goods, and 


expected to relax limitations on| Treasury Procurement, which sells 
sales to “speculators” so that indi-| consumer goods, are investigating 
viduals who may not now be part| the possibility of hiring an agency. 


of the system of distribution can | 


get a start. Some observers be- 


RFC is already considering pres- 
entations from about 18 large 


lieve the new board will be far | agencies which have responded to 
more active than the small organ-| an invitation from RFC President 


ization formerly maintained by 
Will Clayton, actually sending its 
agents into the field to supervise 
the sales operations of the depart- 
ments handling the goods. 


Board Will Be Wary 


Charged with offering priorities 
to “favorite” groups, the board is 
expected to be particularly wary 
of its public relations policy, re- 
sorting to extreme measures to 
insure that goods are thoroughly 
publicized before they are sold. 
Influential individuals have sug- 
gested that an official journal be 
issued listing all surplus offerings, 
or that some similar form of cen- 
tralized notice be used as a con- 
venient reference point for inter- 
ested buyers. 

Advertising of specific offerings 
probably would be left to the dis- 


Sam Husbands. Treasury has 


| spent none of an interim $125,000 


advertising appropriation, but key 
officials are reported to be study- 
ing problems involved in hiring an 
agency. At present, Treasury de- 
pends entirely on an extensive 
direct mail publicity operation, de- 
veloped from its original mailing 
list of press releases. 


Uses ‘Surplus Reporter’ 


Treasury is issuing a “Surplus 
Reporter” listing all major offer- 
ings in its field offices for various 
kinds of property. At present, 
170,621 wholesalers, manufactur- 
ers, distributors and retailers are 
receiving monthly copies of the 
“Surplus Reporter,” which is avail- 
able to business organizations 
through regional Treasury offices. 
The publication appears twice a 


1 week, each issue covering one of 
|the eight groups into which Treas- 
|ury property is classified. Thus, 
a summary for each commodity 
groups appears once a month. 

So far the automotive list, with 
a circulation of 31,713, is in great- 
est demand. Second most popular 
group is hardware, with 28,512. 
Other classifications, with their 
circulation, are: Furniture, 17,414; 
machinery, 23,052; general prod- 
ucts, 24,170; textiles, 16,722; med- 
ical and surgical, 12,811, and paper 
and office supplies, 16,227. 

Under John W. Pehle, new as- 
| sistant to the secretary, in charge 
|of surplus property, Treasury has 
|decided to issue a monthly an- 
nouncement of all large sales. 
The first list, appearing this week, 
covers all sales over $10,000, the 
largest being the sale of $506,880 
worth of new and used tires to the 
B. F. Goodrich Company, Akron. 


Ad Date Uncertain 


Just when Treasury and RFC 
will resort to advertising to move 
surpluses remains uncertain, but 
in all probability it will not be 
until much larger stocks are on 
hand. In general, property still 
moves slowly, but working through 


CLEA 
AND 
“IN 


259 yeh ON 


NING, FINISHING 
ELECTROPLATING 


METALS 


REVIEW 


@ Up-to-the-minute information on metal 
cleaning, finishing and electroplating is o 
top essential to 7 ovt of 10 metal men. But 
who had the time to search out, read, and 
digest the 259 articles on this subject that 
appeared in the past year? 


Metals Review did it . . . selecting for each 
reader the articles closest to his needs. In 
fact, Metals Review reports all the news of 
all the metal industry from magazines, books, 
lectures, technical papers, manufacturers’ 


. literature and new products. Such service 


makes it easy to understand the reader 
interest and the response Metals Review 
advertisers enjoy. 


Do you sell machines, materials or processes for cleaning, finishing or electroplating metals ? 
Could you osk a better spot for your adveritising than the columns to which your prospects 
and customers turn every month for the latest “dope”? Metals Review gives you this spot. 
Make sure your advertising to the metal industry appears where 20,000 metal men habitually 
of Metals Review. Send for complete information. 
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Advertising 


direct mail offerings and negotia- 
tions with established firms and 
manufacturers, Treasury sold $12,- 
100,000 worth of goods in De- 
cember. RFC has had slightly over 
a billion dollars worth of surpluses 
already, but three fourths of it is 
aircraft and aircraft equipment, 
which represents a very difficult 
sales problem. In an effort to find 
uses for the many specialized types 
of equipment which must be sold, 
RFC is setting up a research de- 
partment. Most officials believe 
that the contemplated advertising 
program will be modeled on the 
sales policies of any large business 
organization which finds itself with 
large quantities of specific types of 
goods. For very large supplies, 
considerable amounts of trade 
publication copy will be used; 
locally, the financial pages of 
newspapers will be tried. Unless 
the new board decides otherwise 
—as it may in the case of veterans, 
small business men and others— 
sales will continue to be limited 
to business organizations, with no 
dealing directly with consumers. 


Higher Standards 
of Merchandising 
Urged by Adman 


Milwaukee, Jan. 24.— Higher 
standards of design, packaging and 
display, and far better merchan- 
dising service as a means of meet- 
ing the stress of increased com- 
petition in the postwar period, 
were advocated by J. Archer Kiss, 
director of marketing, The Phil 
Gordon Agency, Chicago, who 
spoke here yesterday at a confer- 
ence of electrical dealers, manu- 
facturers, engineers and contrac- 
tors, sponsored by the Wisconsin 
Electric Power Company. 

Declaring that the war era has 
changed the whole picture of mer- 
chandising and management, he 
suggested seven steps to meet the 
problem: 

“1. Get the best raw materials 
for your selling staff and train— 
train—train. Give them more than 
a job—give them a future to work 
for so they can look at selling as 
a career. 

“2. Dress up your store inside 
and out to attract the customer 
who knows that every merchant 
has the same goods as you have. 

“3. Plan to spend some real 
money on window displays the like 
of which you have forgotten dur- 
ing the war. 

“4, Be generous with your store 
interior display expenditures. 

“5. Strain your creative mind 
to discover ways and means of 
doing something ‘extra’ for the 
customer, for it could be just that 
which will bring her your way. 

“6. Advertise your merchan- 
dise—advertise your services. But 
don’t generalize. 

“7, When you hire a new sales- 
person be sure that he or she 
knows as much about psychology 
as making out a ‘will call’ ticket 
—as much about humans as but- 
tons.” 


‘Tribune’ Prints 
First Luzon Paper 


The Chicago Tribune, using cap- 
tured Japanese paper, published 
the first edition of an American 
newspaper on Luzon when an 
overseas edition was issued Jan. 
20. Since regular plates of the 
Tribune overseas edition had not 
yet reached Luzon, the paper was 
prepared by photographic reduc- 
tion of a single copy of the latest 
overseas Tribune, and later printed 
by offset process. 


‘Field & Stream’ Up 


Field & Stream, New York, has 
increased its advertising page rate 
from $990 to $1,100 effective Sep- 
tember, 1945. The increase is con- 
current with a boasted circulation 
guarantee of 300,000 monthly net 
paid. 


Names Sales Heads 


Wilson Brothers, Chicago men’s 
wear house, has named the follow- 
ing district sales managers: Bob 
Flynn, Pacific Coast area; George 
Douma, Central West; Bob Otte, 
Chicago area; Dan Buck, Central 
East, and Larry Hovermale, East- 
ern district. 


Age, January 25. 19 


All-Out Drive 
by M-G-M Plugs 
‘National Velvsf' 


New York, Jan. 25.— 
Goldwyn-Mayer’s current reles 
“National Velvet,” is gett 
all-out promotion via newsp; 
magazines, radio, and 
posters. The campaign, launch 
in newspapers, through teaser g 
featuring reviews from natig 
magazines and metropolitan new 
papers, is currently running 
full-page ads in 13 magazines, 

Special insertions totaling g 
proximately 2,000 lines have bg 
carried in each of eight citj 
where the picture has been y 
leased in the past week. In adg 
tion, the picture will be promot 
over 125 stations, all of whi 
have been signed by M-G-M 
carry institutional spots announo 
ments on a 52-week basis. A g 
cial budget has been assigned ff 
extra “National Velvet” spot a 
nouncements in connection wi 
the opening in the eight key citig 


Several hundred car card and ? tuti 
sheet outdoor posters are also fe; Mac 
turing the picture. ‘ 
Donahue & Coe is the agency, ing 
: R he 
Dawson Joins Griswold y: 
as Account Executive me 
William J. Dawson, former sald spa 
manager of American Playgrounl he 
Device Company, Anderson, Ind r 
has been ap ties 
pointed accour 


executive of t! of + 
Griswold . 
Eshleman Cor giv 
pany, Cleve 


land. 


Mr. Daws0 
was previous! 
on the cop Th 
staff of Klau who 
Van Pietersom | 
Dunlap Asso TUTI 
W. J. Dawson ciates, Milwau Instit 
kee, sales man f 
ager of Daviess County Distillin valle 
Company, Owensboro, Ky., adver zine 
tising manager of Brown-Forma 
Distillers Company, Louisville, anf 
creative director of Keller-Cres 
cent Company, Evansville, Ind. _ 
. Adver 
Opens Coast Office Aitkin 
Conover-Mast Corporation, Ne Allied 
York, has opened a West Coast of Alley 
fice at 448 S. Hill St., Los Angeles Ande 
under the direction of B. P. Mast Anfer 
vice-president. Duncan Scott Inc 
Co., present Conover-Mast repre Arms 
sentative on the Coast, will con Ather 
tinue to represent Aviation Main N. WV 
tenance, Liquor Store & Dispense Bake 


Mill & Factory and Purchasing 1! fie 


that region. Barlo 
Barn 

i tis’ 

FCC Postpones Hearings Batte 


FCC has postponed oral argu be 
ments on the proposed frequent) 


allocations for FM, television an Bees 
other services from Feb. 14 to Fe! Julie 
28. Briefs may be filed unt oy 
Feb. 24. o 


URGENT: More Nurses Are Needed Irnmedi 
ately for the U. S. Army Nurse Corps. Plee 
Mention This in Your Printed Matter. 


— SAUGERTIES, N.Y. 
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© To reach the 9.25 billion dollar Insti- 
tutional Market served by INSTITUTIONS 
Magazine, these advertising agencies are buy- 
ing space in this publication for their clients. 
The list is a partial one and represents for the 
most part only those agencies who are buying 
space currently. Your agency, whether listed 
here or not, can inform you of the opportuni- 
ties offered by the Institutional Market and 
of the full coverage INSTITUTIONS Magazine 


\ gives in this field. 


Y 


The following is a partial list of Advertising Agencies 
who are currently placing advertising schedules in INSTI- 
TUTIONS Magazine. Manufacturers with products for the 
Institutional field are urged to consult advertising agencies 
for specific information concerning INSTITUTIONS Maga- 


zine or the Institutional field. 


A. L. Adkins Company 

Advertising Associates 

Aitkin-Kynett Co. 

Allied Advertising Agency 

Alley & Richards Company 

Anderson, Davis & Platte, Inc. 

Anfenger Advertising Agency, 
Inc. 

Armstrong, Schleifer & Ripin 

Atherton & Currier, Inc. 

N. W. Ayer & Son, Inc. 

Baker, Cameron, Soby & Pen- 
field 

Barlow Advertising Agency, Inc. 

Barnes Chase Company, Adver- 
tising 

Batten, Barton, Durstine & Os- 
born, Inc. 

Beaumont & Hohman, Inc. 

Beeson-Faller-Reichert, Inc. 

Julian J. Behr Company 

Frank Best & Co., Inc. 

Hill Blackett & Company 

H. George Bloch Adv. Co. 

Bond-Stavrum Advertising 

Branstater-Hammond, Inc. 

E. H. Brown Advertising Agency 

The Buchen Company 

Burnet-Kuhn Advertising Co. 

Harold Cabot & Co., Inc. 

D. T. Campbell, Inc. 

Solis S. Cantor, Adv. Agency 


The Carpenter Advertising Com- 
pany 

Carter, Jones & Taylor 

James Thomas Chirurg Co. 

John Gilbert Craig, Advertising 

The Cramer-Krasselt Company 

Crescent Advertising Service 

Samuel C. Croot Co., Inc 

Cruttenden & Eger 

Davies and McKinney 

Frank T. Day, Inc. 

Lee Donnelley Company 

Sherman K. Ellis & Company, 
Inc. 

Engel Advertising, Inc. 

Eschner Advertising Co. 

Evans Associates, Inc. 

Foote, Cone & Belding 

Foster & Davies, Inc. 

Firestone Advertising Service, 
Inc. 

Foulke Agency 

Fox & Mackenzie 

Oakleigh R. French & Associates 

Fuller & Smith & Ross, Inc. 

Gallard Advertising Agency 

Gerst Adv. Agency 

The Phil Gordon Agency 

Gray & Rogers 

Gregory Advertising, Inc. 

The Grey Advertising Agency, 
Inc. 


Guenther-Bradford & Co. 

Melvin F. Hall Advertising 
Agency, Inc. 

Edward Hamburger Adv. Co. 

Harrison Hartley Advertising 

George H. Hartman Company 

Hays Advertising Agency 

Charles Elwyn Hayes, Advertis- 
ing Agency 

Herbert Advertising Corporation 

W. S. Hill Company 

Hixson - O'Donnell Advertising, 
Inc. 

Holden-Clifford-Flint, Inc. 

Hoelke-Martine Advertising 
Agency, Inc. 

Horton-Noyes Company 

Charles W. Hoyt Company, Inc. 

Humbert & Jones 

George W. Hughes Co. 

Ingalls-Miniter Company 

Johnson, Read & Company 

Dana Jones Company 

Duane Jones Company 

Kalom Company 

The Joseph Katz Company 

Keelor & Stites Company 

Kennedy & Company 

Ketchum, Macleod & Grove, Inc. 

Abbott Kimball Company, Inc. 

H. M. Klingensmith Company 

Kircher, Lytle, Helton & Collett 

The Krichbaum Company 

Kreicker & Meloan, Inc. 

Krupnick & Associates 

Horace A. Laney, Advertising 

The Lavenson Bureau 

Lee-Stockman, Inc. 


oe 


Jules Lippit Advertising 

Little and Company 

The W. E. Long Company 

S. Duane Lyon, Inc. 

Earle Ludgin & Company 

Mace Advertising Agency, Inc. 

Malcolm - Howard Advertising 
Agency 

Lloyd Mansfield Company 

Maxon, Inc. 

Philip J. Meany Co. 

Meldrum & Fewsmith 

Merchandising Advertisers 

Howard H. Monk & Associates 

Moore Associates 

Chester C. Moreland Company 

Morrison Advertising Agency, 
inc. : 

Moser & Cotins New York City 
Corporation 

Moss Associates 

C. Wendel Muench & Company 

Mumm, Mullay & Nichols, Inc. 

McDaniel, Fisher & Spelman Co. 

Wesley K. Nash Company 

Newell-Emmett Company 

R. T. O'Connell Company 

R. J. Potts- Calkins & Holden, 
Inc. 

Presba, Fellers & Presba, Inc. 

L. W. Ramsey Company 

Ray-Hirsch Company 

Redfield-Johnstone, Inc. 

Reiss Advertising 

Wm. B. Remington, Inc. 

The Ridgway Company, Inc. 

John R. Riordan Company 


‘ 


Rogers & Smith 

Elwood J. Robinson Adv. 
Agency 

Ruthrauff & Ryan, Inc. 

Salesvertising Associates, Inc. 

Schnake Advertising Agency 

Alfred J. Silberstein, Inc. 

Cory Snow, Inc. 

Spooner & Kriegel 

Staake & Schoonmaker 

Steller-Millar-Ebberts 

Stevens, Inc. 

Stewart, Hanford & Casler, Inc. 

Swafford & Koehl, Inc. 

Howard Swink Advertising 
Agency 

Terrill Belknap Marsh & Associ- 
ates 

J. Walter Thompson Company 

Townsend Advertising Service 

Tracy, Kent & Company, Inc. 

Turner Advertising Agency 

Van Auken & Ragland 

Venable-Brown Company, Inc. 

Irwin Vladimir & Company, Inc. 

Von Arx Advertising Agency 

Walker & Downing 

Weiss & Geller 

Jack C. Wemple, Advertising 

Wendt Advertising Agency 

Western Advertising Agency 

Weston-Barnett, Inc. 

Wheeler-Kight & Gainey, Inc. 

Wildrick & Miller, Inc. 

George Wilfred Wright 

Young & Rubicam, Inc. 

Zimmer-Keller, Inc. 


@ INSTITUTIONS Magazine is the only publication through which you can reach all related 
divisions of the Institutional field. If your present or contemplated products have an application 
to this field, your advertising messages in the columns of INSTITUTIONS Magazine will gain 
for them the kind of acceptance they must have to share in the huge Institutional Market. For 
details, write to INSTITUTIONS Magazine, 1900 Prairie Avenue, Chicago 16, Illinois, or consult 
your advertising agency. 
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Schaible’s Dream 
Kitchen Becomes 
Publicist's Dream 


(Picture on Page 51) 


Cincinnati, Jan. 25.—A rolling 
stone may gather no moss, but a 
dream kitchen that very nearly 
approaches the nightmare stage 
can garner plenty of publicity, as 
S. A. Mullikin, sales and advertis- 
ing manager of the Schaible Com- 
pany, manufacturer of plumbing 
and heating equipment, can testify. 

Mr. Mullikin was dining in 
downtown Cincinnati a few weeks 
ago with Thomas L. Hand, de- 
signer whom Schaible brought in 
to go over its entire line, when the 
talk (naturally) veered around to 
the difference between what the 
public expects and what it will 


ing the miraculous postwar faucet- 
kitchen, complete with mood regu- 
lator, compressed sun rays, pack- 
aged powdered dust that turns 
into pre-dehydrated food, and self- 
rocking rocket cradle was practi- 
cally complete. 

Chris Dettmer, commercial ar- 
tist, did the finished drawing, and 
a four-page, die-cut folder illus- 
trating and explaining the ultra- 
super kitchen, was ready for mail- 
ing to Schaible’s customer and 
prospect list. Mr. Mullikin: admits, 
rather bewilderedly, that he was 
the author and perpetrator of the 
folder, “with considerable prod- 
ding, moral support and lines by 
Perry-Brown, Inc., our agency.” 


Requests Pour In 


The folder went out with a 
mimeographed bulletin on Dec. 9, 
explaining the point and purpose, 
and offering additional copies to 
those who could put them to good 
use, and the result has been so 
startling that Mr. Mullikin is be- 
ginning to believe that he has a 


get in postwar homes. Designer | new job for the duration. 

Hand’s hand started drawing fan- Some 25 publications in the 
ciful lines on menus, napkins,| plumbing and heating, building 
tablecloth; by the following morn-!and construction field are running 


illustrations or stories on the 
dream kitchen, and general maga- 
zines and newspapers are showing 
equal interest. The Billie Burke 
show on CBS Jan. 20 was supposed 
to be based substantially on the 
kitchen’s features, and Macy’s has 
inquired about a blow-up display 
for use in. connection with the 
“postwar products fair’ in that 
store. 


Copies Still Available 


Requests for a substantial num- 
ber of copies of the folder have 
come in from almost every firm 
connected with the home building 
field, many of which asked for 
copies so that they could be sent to 
their own sales and field staffs. 
One New York distributing firm 
wanted to buy 35,000 to give to 
buyers all over the country, but 
this request had to be turned 
down because of paper problems. 

Three printings of the folder 
have already been exhausted and 
a fourth of 20,000 is melting rap- 
idly. But if ADVERTISING AGE read- 
ers want one, Mr. Mullikin will 
supply it. Address him at the 
Schaible Company, Summer St., 
Cincinnati 4. 


Gailmor Stays on WJZ 
Pending Blue Inquiry 

The Blue Network will continue 
William Gailmor’s news commen- 
tary program on its New York 
outlet, WJZ, following an investi- 
gation of the charges concerning 
the program, together with evi- 
dence submitted to the network, 
Chester J. LaRoche, Blue vice- 
chairman, announced today. 

Mr. Gailmor had been accused 
of slanting his news reports in 
pro-Communistic manner, and his 
sponsor, Electronic Corporation of 
America, was reported to be using 
the program to spread Commu- 
nistic propaganda (AA, Jan. 15). 

Electronic Corporation an- 
nounced, coincident with Shappe- 
Wilkes, Inc., New York, its termi- 
nation of relations with that 
agency earlier this month, and it 
has appointed Ray - Hirsch Com- 
pany, New York, to handle its 
account. 


Russell to ‘Liberty’ 
Edward D. Russell, formerly 


with the New York News, has 
joined Liberty’s advertising staff. 


Sale of U. S. manufactured drugs in the South 
American markets has definitely increased during 
the past year, according to Philip Glen, vice presi- 
dent and sales manager of Winthrop Products, 
Inc., New York. Mr. Glen recently returned from 
a trip to Winthrop subsidiaries in Mexico, Guate- 
mala, Costa Rica, Panama, Ecuador, Peru, Chile, 
Argentina, Uruguay, Paraguay, Brazil, Bolivia and 
Cuba. 


“Doctors in all the South American countries 


are rapidly becoming more conscious of American 


*From Export Trade & Shipper, Dec. 11, 1944. 


Winthrop Products is a regular advertiser in EL 
FARMACEUTICO, the B.P.1.C. Specialized 
Export Magazine that for the past 20 years has 
been entrenching the sales messages of manufac- 
turers throughout the Latin American Drug Trade 


and Health Fields. 


Right now 119 other manufacturers, beside 
Winthrop, are advertising in EL FARMA- 
CEUTICO and utilizing the various services we 
offer, including lining up sales representation, ete. 


To keep you up to date in a continuing way on 
Latin American and world affairs in this field, you 
should ask for copies of our Drug Trade Lead 
and International Confidential Bulletins. We also 
have available for you free, a copy of “The 
Business Week Special Reprint on U.S.-Latin 
American ‘Trade Developments and Salient Eco- 
nomic Trends.” 


*SAYS LATIN AMERICAN DOCTORS TURNING TO U. S. 


pharmaceutical products,” Mr. 
“The advanced state of our medical profession is 


Glen declared. 


at last being recognized in places where formerly 


they looked only to Europe and England. 


“So firmly are the new trade-marks being en- 


trenched that I doubt that they will ever again be 


dislodged by German or other foreign competition.” 


As one result of Mr. Glen’s trip, the Winthrop 


sales personnel has been greatly increased in all 


wor 


countries in Central and South America. 
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Business Pusiisners INTERNATIONAL CORPORATION 


i [ Affiliated with McGraw-Hill Publishing Co., Inc., and Chilton Co. (Inc.)] 


330 WEST 42nd STREET, NEW YORK 18, N. Y. 


Outdoor Lig} tin 
Ban to Miss Iq 

Chicago, Jan. 25.—A .ypJ 
mittee of the Outdoor A ver 
Association of America nq 
here today to conside y,j 
problems created for O\A, 
its members by Directo: p, 
order banning outdoor i! im), 
signs after Jan. 31, lea neg 
many of the associat »n’s 
members believe the cance 
getting exemptions are ¢ od. 

Members from many part 
the nation have informe: 0; 
that their electric supp! ers 
sider that compliance with 
order in their particular «ase; 
not reduce the consumptiy 
coal “or other scarce fuels” 
that the suppliers therefore jy 
to take the necessary steps { 
tain exemptions. 

Following today’s meet} 
OAAA spokesmen said that 
the interest of clarity and 


plicity in handling and _ ge 
prompt advice to all advertj 
and agencies concerned, 
member operating  illumin 
service has been requested to 
with the association by Fel 
information concerning the 
which he has adopted for com 
sating advertisers for loss of i!| 
inated service.” 

It is understood that not a 
means of compensating advej 
ers have been suggested to 
association. About half of the 
members operate illuminated sj 
usually of the 24-sheet poster t 


Standard Labs. Names 
Holder Ad Manager 


Glenn Holder, former adver 
ing manager of the Vitamins } 
division of Vick Chemical ( 
pany, New York, and previo 
an executive of Morse _ Inte 
tional, New York, has been nat 
advertising and sales promo 
manager of Standard Laboratof 
Inc., New York, newly-cred 
proprietary drug and toiletries 
ganization of William R. Wa 
& Co., New York and St. Louis 

Standard Laboratories will 
sist of a merger of 14 proprie 
companies, among which are 
Earl S. Sloan, Inc., Vince La 
tories, Pfeiffer Chemical (C 
pany, Nonspi Company, and | 
terbury Chemical Company. 


Republic Appoints 

Fred A. von Ritter has | 
appointed assistant directo: 
public relations in charge of 
vertising and sales promotion 
Republic Aviation Corporat 
Farmingdale, Long Island, N 


PETERSBURG | 


40%_F 


40% of this Pie 
is ST. PETERSBURA 


Tampa and St. Petersburg ‘oge! he 


make up one market—and 40% tel 
this market is St. Petersbur.. = 
40%, represents the highest 5°" Most 


ita buying power in Florida. 


You cannot cover St. Peters «9 Bl. v 
using Tampa newspapers. Ne /|2™ 

newspaper has as much as 3) HH re | 
age dally circulation here. © ! © 
plete coverage. Work both © 4¢ 
the Bay. Use St. Petersbu' 
papers too. 


ST. PETERSBURG, F 
— TIMES (M & S) 
INDEPENDENT ( 


Reoresented nationaliv 


Theis & Simpson 


In Florida by V. J. Obenaur, Jr, FH 
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Me Use a Net? How Awful! 


0, COURSE noble rods, fine silk lines and tiny lures can catch fish. It grips the heart and the mind with its beloved and popular per- 
sonalities —‘‘ The Little King,” “The Katzenjammer Kids,” ‘‘ Donald 


They’re used every day. ee gt 
Duck,” “Jungle Jim” and all the others who people its pages. 
Buc not by fishermen whose livelihood depends on catching fish — = ; . 
, Distributed with 15 great Sunday newspapers from coast to coast, 
”) the ton! Commercial fishermen use nets and the bigger the “eet ' 
Puck-The Comic Weekly spreads its alluring pages before the 

berter. No false sense of delicacy keeps them from getting the 


fascinated eyes of more than 6,000,000 families. 


cer fm Most the sea can offer. That’s what they’re in business for ! 


It blankets the great industrial areas, the most prosperous markets = 
; rg : r ‘ > > av ‘ > ‘ >> 4 > = ms . 2 rs 
49 Foy businessmen today still struggle for sales with the rod-and ok haanibes . 
“Ow tc | technique. They've learned that nets get more fish and at - 
‘tall less cost No advertisement in Puck ever gets less than preferred position 
" because only one advertisement is published on a page. Tremen- 


Forty-seven companies have been getting phenomenal " catches dous readership for your sales message is assured. 
l™ though using an all-American net that ‘‘surrounds” over 20 million 
| pc ople each week—Puck-The Comic Weekly. 


Today, smart business executives with an eye to bigger post-war 
“catches” are calling or writing Puck-The Comic Weekly, 959 


meal 
ae 


This publication catches and holds reader interest through its Eighth Avenue, New York 19, N. Y., or Hearst Building, Chicago 
lous picture-story technique. 6, Ill., for more information. 
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Factory Branches 
in Appliance Plan 


Bridgeport, Jan. 25.—General 
Electric Company’s appliance and 
merchandise department has an- 
nounced through C. R. Pritchard, 
general sales manager, completion 
of its postwar distributing organ- 
ization for major appliances. 

The department will have about 
60 wholesale distributing outlets 
for refrigerators, ranges, water 
heaters, home laundry equipment, 
dishwashers, sinks and _ kitchen 
cabinets. These distributors will 
maintain sales organizations and 
local warehouse stocks in more 
than 125 cities, serving retailers 
throughout continental United 
States, Alaska and Hawaii. 

More than half of them will be 
independent wholesalers, many of 
whom have been with G-E since 
its refrigerator was first introduced 


large territories and appointments 
in smaller markets, G-E will have 
about the same number of inde- 
pendent distributors as it had be- 
fore the war. 

The company will operate its own 
wholesale distributing branches in 
nine major markets. Seven of 
them, in New York, Newark, Cin- 
cinnati, St. Louis, Pittsburgh, Los 
Angeles and Philadelphia, are new. 
Two others, in Boston and Tampa, 
were operated before the war. At 
this time, Mr. Pritchard said, G-E 
does not plan to expand its factory 
branches beyond these metropoli- 
tan markets. 

General Electric Supply Corpo- 
ration will continue as a wholesale 
distributor in an undisclosed num- 
ber of markets. This corporation 
now handles appliance distribution 
in Cleveland and Detroit. 


WESTINGHOUSE MAINTAINS 
OWN BRANCH SET-UP- 


Pittsburgh, Jan. 25.—Westing- 
house Electric & Mfg. Company 
will continue wholesale distribu- 
tion of appliances through its 
wholly-owned subsidiary, West- 
inghouse Electric Supply Company. 


in 1927. Despite some divisions of | The 


supply company operates 
through 14 districts, with from two 
to 10 branches each, and totaling 
80 branches. 

Westinghouse has no independ- 
ent wholesalers on appliances, ex- 
cept a half dozen under the radio 
receiver division. 


Hyde Leaves McCann 


Gordon E, Hyde, group super- 
visor of service for McCann-Erick- 
son, New York, on 10 accounts 
whose billings are expected to ex- 
ceed $5,000,000 in 1945, and a 
director of the agency, is resign- 
ing from the company in mid- 
February, but has not announced 
his future plans. With McCann 
for the past six years, Mr. Hyde 
has recently been active on such 
war projects as the OWI campaign 
on absenteeism, as well as that on 
womanpower in war industries. 


Name Gorman Loss 


Gorman Loss, for the past year 
acting head of the promotion de- 
partment of Country Gentleman, 
Philadelphia, has been appointed 
advertising and promotion man- 
ager. 


does it-in Philadelphia 


The one economical way to thoroughly cover the great 


Philadelphia market is with one newspaper —the one that 


reaches nearly 4 out of every 5 homes daily — The Evening 


Bulletin. Now in its 40th consecutive year of leadership. 


The Bulletin also enjoys the 


in America— over 600.000. 


largest evening circulation 


In Philadelphia— nearly everybody reads The Bulletin 


Convention Group 
Turns Down 108 of 
110 Who Appeal 


Washington, Jan. 24. — Severity 
with which the White House ban 
on conventions, trade shows, and 
other meetings will be enforced 
was indicated this week, with a re- 
port that the war committee on 
conventions, headed by ODT’s 
Monroe Johnson, had turned down 
108 of the first 110 applications for 
exemptions. 

Of asstack of requests covering 
trade groups, medical, educational, 
banking, professional and govern- 
ment, the committee agreed only 
to a series of meetings scheduled 
by the Red Cross to start the 
$200,000,000 War Fund campaign, 
and the one-day meeting of 65 
persons at Raleigh, N. C., for the 
state United War fund. 

Under terms of the application 
form put out by the committee on 
conventions, no meeting will be 
approved unless it can be demon- 
strated that the war effort will 
suffer if the request is refused, and 
that no alternative to a meeting of 
more than 550 persons exists. 

One slight modification in the 
ban was announced by Mr. John- 
son today, allowing local meetings 
involving more than 50 persons, if 
only local transportation lines are 
used and no sleeping accommoda- 
tions are required. 

Among those who were turned 
down in the first lot of requests 
were: American Management As- 
sociation, Chicago, Feb. 14-16; Na- 
tional Industrial Conference Board, 
New York, March; American Hos- 
pital Association, Chicago, Feb., 9- 
10; Albuquerque Market Week, 
and New York State Retail Hard- 
ware Association. 


Paraffine Companies 
Appoint Holbrook 


James E. Holbrook, assistant 
general sales manager of Paraffine 
Companies, San Francisco, since 
1939, has been 
appointed gen- 
eral sales man- 
ager, succeed- 
ing Richard 
Hilliard, re- 
signed. The 
company man- 
ufactures the 
Pabco line of 
building mate- 
rials, paints, 
roofings and 
linoleums. 

Mr. Holbrook 
joined the organization 24 years 
ago as advertising manager, and 
for a time was Los Afigeles dis- 
trict manager, later returning to 
San Francisco. He is president of 
the San Francisco Sales Managers’ 
Association. 


James Holbrook 


Geyer, Cornell & Newell 
Elects Ed Thomas V.P. 


Edward F. Thomas, director of 
public relations for Geyer, Cornell 
& Newell, Inc., New York, has 
been elected 
vice - president 
of the agency. 
Before joining 
the company 
in 1943, Mr. 
Thomaswas 
account execu- 
tive and direc- 
tor of research 
and planning 
for Carl Byoir 
& Associates, 
New York. 

He is chair- 


Edward Thomas 


man of a special committee of the 


National Association of Public 
Relations Counsel serving the War 
Department, vice-chairman of the 
public relations advisory commit- 
tee for the Boy Scouts of Greater 
New York, former vice-president 
of the American Public Relations 
Association, and former chairman 
of the public relations committee 
of the Advertising Club of New 
York. 


Y&R Promotes Fagan 


Frank Fagan, vice-president of 
Young & Rubicam, New York, has 
been appointed to the agency’s ex- 
ecutive committee, administrative 
staff and plans board. 


Advertising Age, Januar 


FRIENDLY RIVALS—Bernard F. ¢; 
(left), president of Gimbe! Bro, 
shown with rival Jack |. Straus, » 
dent of R. H. Macy & Co. a 
recent NRDGA convention in 
York, in this exclusive Photograp 
Women's Wear Daily, 


ite For 
ans Fo 


RCA Victor to Rm ‘" 


Radiophoto Adsf", 7 
Around World “s F 


Camden, N. J., Jan. 26.—p 
war Radiophoto transmission ill Be J 
advertising copy and layout 
simultaneous release to publ 
tions throughout the world 
been announced by Willian 
Reilly, advertising manager, in 
national department, RCA Vj 
division of Radio Corporatio; 
America. 

From radiophoto centers, wi 
are expected to be more numey 
after the war, the advertisem 
then would be sent by air mai 
an additional network of cities 

RCA Victor used radiophot 
the recent observance of Rd 
25th anniversary to send an 
vertisement to publications in 
rope, Australia, Africa, India, 
the Middle East. The copy, 
pared by J. Walter Thom 
Company in New York, 
adapted from an advertise 
widely used by RCA in this co 
try. 

Radioed by RCA Commun 
tions offices in New York and 
Francisco to London, Cairo, Sta 
holm and Sydney, the copy 
sent by the RCA distributi 
agency in each of these ¢i 
working with the local Thom 
agency representative, to a t 
of 274 newspapers and magaz 
published in 18 different langua 
and dialects. 

Howard Linn Edsall has | 
appointed advertising and s 
promotion manager of RCA’st 
and equipment division. For 
past four years he was advel 
ing manager of Ajax Metal C 
pany and affiliates of Philadelp 
Previously he was with N. 
Ayer & Son. 


WIJHP to Mutual 


WJHP, Jacksonville, Fla., 0 
ating on 1320 kc., 250 watts, 
owned by Metropolis Comp 
will become an MBS affiliate J 
15, replacing WPDQ, Jackson! 
which is joining the Blue ? 
work. 


Burnside Joins Waters 

F. William Burnside, forme 
executive vice - president of 
Arthur H. Fulton = adverts 
agency and for the pas? 1! 
years overseas with the RAF, 
joined Norman D. Waters & AS 
ciates, New York, as an execull 


Appoints Westheimer 
Candy Brothers Mfg. Compa 
St. Louis, manufacturer »f 
Cross cough drops, has a} 2 
Westheimer & Co., St. Lou 


agency. 
Te 
' ar 
“MEET YOUR CONTRA: 10 
BUILDER CUSTOME: "- ye 
the sensational descriptive boo: o! of Te 
the Building Market. Contains in! :m¢ 
tion impartially presented that's osily ki 
understood about the building |) +! o! 
the talking is about. m 
Send for a copy of this bookle ju t 
off the press, or ask your adve: sind a 
agency about it. 
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PRACTICAL BUI 


59 East Van Buren 
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fit THE FACTS REVEALED BY DRUG TOPICS’ 
BATIONWIDE SURVEY uevp you with your 
FUTURE PLANNING? 
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‘5\tafqrite For Free Copy Of “My 
*'+ fins For Tomorrow”, the 24- 
o Rime questionnaire To Which 
Kd er 5,000 Druggists Replied. 
| dy It. Then Call Upon Drug 
d pics For The Facts Which 
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NOT TO JUST A FEWJHUNDRED .... or a few thousand 


hand-picked druggists from various sections of the country... 
but to every retail druggist in America . . . to every independ- 
ent ... to every chain . . . Drug Topics mailed its 24-page ques- 
tion’ book—‘“‘My Plans For Tomorrow”. 


Over 5,000 of these druggists carefully considered each of the 348 
questions . . . filled in and returned the tail-pieces of the plan 
books which were answer forms. Assured of secrecy, they revealed 
their plans for tomorrow . . . how they propose to build business 
. . . What point-of-sales helps they want from manufacturers .. . 
what departments they plan to expand or pay more attention to 
. .. what they hope to do about air conditioning . . . what type of 
interior lighting they would like to have . . . to mention just a few 
of the many subjects covered. 


Never before, we believe, in the history of the drug trade, have 
the druggists been so completely polled on any question. Never 


| To enable us to supply you with the facts in which you before, we believe, has such a comprehensive study as the one | : 
TO are most interested with the least loss of time, we need we are now completing been made in the retail drug field. Natu- ee. 
o"-§| your help. Write for a free copy of “My Plans For rally, the conclusions in a survey of this scope will be . . . must 
ad Tomorrow”. Go over the questions ... then let us be ...the most accurate possible to draw. From these findings 
sy know which specific phases of our study excite you can be painted the clearest kind of a picture of the druggist’s 
t all . . . 
most and we will give these parts high priority on our thinking teday . . . his dreams of tomorrow. 
‘of  tabulating schedule. 
* * * 


“4aDRUG TOPICS 


Tim 330 West 42nd Street New York 18, N. Y. 
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Vets and She Meeting 
Through New AA Service 


Some Applications, 
Some Jobs In; More 
of Both Wanted 


Chicago, Jan. 25.—Do you need 
a man? 

If you do, perhaps ADVERTISING 
AGE’s Job Hunter can put you in 
touch with a World War II vet- 
eran to fill out your staff. Appli- 
cations from veterans are now be- 
ginning to come in in connection 
with the new free employment 
service which ADVERTISING AGE is 
operating for veterans. 

This service—free to employers 
and employes—is simplicity itself. 
Discharged servicemen are invited 
to write Job Hunter, ADVERTISING 
AcE, 100 E. Ohio St., Chicago 11, 
for application blanks. These ap- 
plication blanks are then kept on 


file and are made available to any 
organization in advertising, pub- 
lishing, radio and related fields 
which may need a man Or men. 
From that point on, Job Hunter 
steps out of the picture and nego- 
tiations are carried on directly be- 
tween the applicant and the em- 
ployer. 

Among applications already re- 
ceived are the following. Look 
them over, and if one of these 
men seems like a good bet to you, 
write Job Hunter for a copy of 
his complete application blank: 

1. 28-year-old vet, medical discharge, 
two years advertising and design at 
college, presently advertising manager 
of two retail furniture stores, is inter- 
ested in sales promotion, art, layout 
or merchandising job, preferably in 
Texas, California or Florida. Starting 
salary $85 weekly. 

2. Vet with B. S. in marketing, mar- 
ket research and outdoor space selling 
experience, 25, wants research, sales 


promotion or media sales job in New 
York area. Starting salary $50 
weekly. 

3. Civilian in ordnance department 
of Army Service Forces 2% years, 
with long record of space selling for 
business papers, wants media selling 
job in eastern states. Age 45. Start- 
ing salary $100 weekly. 

4. Editor of prize-winning employe 
publication, doing routine work in ad- 
vertising department, 23, wants edi- 
torial, layout or sales promotion. Sal- 
ary and location open. 

5. Experienced news, publicity, re- 
write man, 37, some sales and adver- 
tising background, wants. editorial, 
publicity or copywriting job, preferably 
in New York City or Pacific Coast. 
Starting salary $90. 

6. U. of Texas graduate, 24, market- 
ing major, now on job largely con- 
cerned with production and eager to 
get a start “in the kind of work for 
which I have been trained.’ Salary 
and location secondary. 

7. Vet, 39, with general art, layout 
and design background, wants sales 
promotion, art and layout or produc- 
tion job in Chicago. Starting salary 
$55 weekly. 

8. Captain, 13 months African serv- 
ice, medical discharge, 46, with long 
record selling syndicate services and 
as publishers’ representative, wants 
media selling or sales promotion job 
in Chicago or Midwest. Starting sal- 


ary $150 weekly, but prefers commis- 
sion. 

9. Accounting background, last po- 
sition handling space and mechanical 
billing on national magazine, 45, wants 
media accounting job in Chicago. Start- 
ing salary, $60 weekly. 

10. Medically discharged ist lieuten- 
ant, 30, university degree, now edit- 
ing house organ and catalog and writ- 
ing copy and publicity for prominent 
manufacturer, hasn't enough to do, 
wants more challenging job in Mid- 
west or Southwest. Preferably as ad- 
vertising manager, but also interested 
in copywriting, sales promotion, etc. 
Starting salary, $100 weekly. 

If you have a job into which 
one or another of these applicants, 
or others in Job Hunter’s file may 
fit, write Job Hunter, ADVERTISING 
AcE, 100 E. Ohio St., Chicago 11, 
for a copy of the applications you 
are interested in. 

And if, as a discharged vet of 
World War II or a former civilian 
government employe who had a 
“war job” in government, you are 
entitled to use this free job service 
to get a job for yourself, write Job 
Hunter for an application form at 
once. Initial announcement of this 
service to ADVERTISING AGE readers 
has already resulted in numerous 
requests for men. 


SEEDS IN THE FIELDS OF PLASTICS 


PLASTICS FACTS 1944 


General Summary: 1944 saw 700,000,000 
pounds of synthetic resins produced, 
thereby topping a ten-fold growth during 
the past decade. Other increases: 44% 


growth in compression 


more thermosetting molding compounds, 
165% expansion in thermoplastic mold- 
ing powder production accompanied by 
an 85% increase in injection and extru- 


sion equipment. 


out alidades, the pelorus drift sight, bin- 


nacle stand. 


presses, 23% 
Also, 


and dentures. 


Vinyl resins have increased 440% since 


1941. Outstanding developments in vinyls 
are Geon and Geon latex. Important new 
production methods and machines in- 
clude heatronic molding — use of high- 
frequency pre-heating — and a machine 
that does injection molding as well as 
continuous extrusion of thermosetting 
applications: 


New 


resins. 


PLASTICS FOR SURGERY 


made of vinyl resin. 
Paper and : 


resin rocket launching tubes, plastic 6x42 


combat binoculars. 


Navy: Over 1000 plastic parts reported 
on larger naval planes. 50,000 plastic 
parts on a battleship. Plastics widely used 
as screening and tent coating materials. 
Also in various instruments such as look- 


PLASTIC CABINS FOR HELICOPTER 


The R-6 war helicopter has a laminated 
and transparent plastic cabin. Besides 
being lighter than aluminum, plastics 
offer sound deadening and noise elimi- 


nation. 


Army: Tons of plastics in bomber noses 
and fighter blisters, mortar shell fuses, 
impregnated “V” boxes, heatsealed pack- 
ages for foods, radios, engines, tanks, etc. 
resin-treated map _ paper, 
coated artillery powder bags, walkie- 
talkies, antenna masts, wire coating, jun- 
gle boot inner soles, eyes, ears, noses 


A plastic bandage with a self-adhering 
surface and a plastic adhesive which 
holds gauze dressings to the skin without 
discoloration or skin burn are two im- 
portant surgical developments. Both are 


(1) Egg-shaped 


resin- 


ADD PLASTICS ITEMS 


tainer and base. (2) X-Ray cones for 
portable army units. (3) Improved auto- 
motive ignition parts. 
resin sheets for lining aircraft cargo 
space. Has greater impact strength, 
lighter weight than aluminum. (5) Emer- 
gency equipment container for life rafts. 
(6) Light weight plastic strut bearings 
changed from bronze, enable P-47 pilots 
to carry 31 more pounds of 50-caliber 


Advertising fanuary 


Age, 


Squibb Elects « 
Vice-President: 


New York, Jan. 24.— 
Squibb & Sons has appoir 
vice-presidents three mem} 
the company — Theodore Vy 


Jr., to be in charge of 
American 
ations; Obe 
A. Hardt, ; 
charge of aq 
vertising ap 
sales promg 
tion, and Joh 
J. Toohy, j 


charge of sald 
administr tion, 

Joinin 
Squibb in 199 
as a salesma 


Robert A. Hardt Mr. Hardt ha 
nti a6 held such posj 
tions as product developme 


manager, assistant sales manage 
and director of advertising ay 
sales promotion. He is a memb 
of the National Pharmacy (Co 
mittee on Public Information. 

Mr. Weicker, a Squibb directoy 
has been an officer in the Squib 
export subsidiaries, working in th 
Latin American field. He joine 
the company after his graduatio 
from Yale University. 

Except for a year in the OP; 
chemical and drug division jj 
Washington, Mr. Toohy has beej 
with Squibb since 1922, holding 
among other positions that o 
wholesale and retail sales manage 
and director of sales administra 
tion. He is a member of the ad 
visory council of the drug and 
chemical section of the New Yor! 
Board of Trade. 


WFBR Joins Blue 


WFBR, Baltimore, owned by 
Baltimore Radio »Show, Inc., an 
operating fulltime on 5000 watts 
1300 ke., wilt join tne basic Blue 
Network June 45, bringing the net 
work’s total to about 195. WFBR 
is currently a Mutual Broadcastin 
System outlet. 


of Oklahoma's 
land area has 


molded shampoo con- 


(4) Fiberglass 


shells. (7) Housing for aircraft antenna 


head wounds. 


SEEDS 


gears. (8) Odor absorber for refrigera- | 
tors. (9) Jig for drilling 86 0.500 to 0.750 
holes on airplane wings. (10) Trans- | 
parent gas mask for patients suffering 


Seeds come to you as news-bits selected 


THIS 


iS NO. 


from current issues of Modern Plastics 
Magazine, fountainhead of plastics in- 
formation, the only circulation-audited 
publication in the plasties field, the meet- 
ing place of eleven thousand plastics 
minds, the market place of more than 
four hundred advertisers...the industry’s 
No. 1 medium for reader, buyer, seller! 


16 OF A SERIES 


47.8% 


of Oklahoma's 
population 


This Area, which is 
Oklahoma's 
No. 1 MARKET 


plus bonus counties in 
Missouri, Arkansas and 
Kansas 


is 
BLANKETED 
only b 
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VER since it went on the air in May, 1941, | Was 
There has consistently ranked among the top ten 
programs created exclusively for the Pacific Coast. 

Regularly, it has averaged better than one out of 
every five radio families throughout the Pacific Coast area. 

Its successful selling of goods and services has been so 
phenomenal that one sponsor called it “our outstanding 
‘buy’ in many years’ use of radio.” 

The compelling drama of reports by eyewitnesses who 
have seen history a-making is the program fiber with 
which I Was There builds unusual audience ratings and 
sales histories. Listeners hear such men as Admiral 
Halsey’s flag secretary who watched the Battle of the 
Solomons from the bridge of a battlewagon...a scientist 
who discovered how to make sea-water drinkable...an 
observer who saw Leningrad under Nazi siege. 

In their own words, colored by a sincerity that can 
never be captured second-hand, they describe the events 


they have witnessed. Then the best supporting talent that 


by 


Hollywood can provide graphically dramatizes these 
experiences. I Was There has a stirring realism that holds 
audiences and brings them back week after week. 

Small wonder that a West Coast agency said: “This has 
been one of the most successful advertising activities in 
which we have participated.” —or that the show is today 
the highest-rated Pacific Coast program on the air at its 
time, Sundays, 3:30-4:00 P.M. (Pacific Hooper rating, 
October-November 1944. ) 

I Was There is not currently available for sponsorship. 
But we'd like to tell you about other Columbia Pacific 
programs that are available, ready with the same brand of 
high-test CPN production to make your advertising suc- 
cessful in the rich West. Or we can build one to your 


needs. Try a talk with us or Radio Sales. 


A DIVISION OF THE COLUMBIA BROADCASTING SYSTEM 
Palace Hotel, San Francisco 5 ¢ Columbia Square, Los Angeles 28 


Represented by Radio Sales, the SPOT Broadcasting Division of CBS 


FOR THE COAST 
the Idea Network 


HIGHEST RATING COAST SHOWS 
ARE ON THE IDEA NETWORK* 


Of the 49 Coast-produced entertainment 
programs for Pacific regional advertisers, 
the six with the highest ratings are on the 
Columbia Pacific Network. Four of these 
are CPN-built package shows. 


* October-November Coast Hooper rating 


| period, excluding news and news analysts 
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OPA Demands More 
Low-Cost Clothing, 
Less Profit Margin 


‘Luxury’ Goods to Be 
Limited; Bowles Cites 
Higher Prices 


Washington, Jan. 25—OPA and 
WPB tightened their grip over the 
distribution trades this week, in 
an effort to head off further rises 
in the cost of living by steering 
low-cost clothing to the market 
and cutting wholesaler and re- 


ENse 


tailer profit margins wherever 
| possible. 

The decision was read to the 
trade at meetings Monday and 
Tuesday, with the war agencies 
presenting a united front in the 
far-sweeping program to institute 
tight government control of the 
textile industry, which would limit 
the amount of luxury goods which 
firms could market. 

Details of the textile program 
for 1945 are still to be filled in, 
but the industry got enough infor- 
mation about the future to know 
that it will either produce the 
low-cost items the government 
wants, or produce nothing at all. 


Bowles Issued Warning 


A day earlier, Price Administra- 
tor Chester Bowles had informed 
representatives of wholesalers and 
retailers in the department store, 
dry goods, furniture and hardware 


CHURCH PROPERTY 


Covers the Field----From Coast to Coast. 


Are You Interested in the Tremendous Purchases of Catholic Churches, Schools and Institutions? 


ADMINISTRATION 


Published Bi-Monthly at Milwaukee, Wis. 


fields that their day of easy pric- 
ing is drawing to a close. 
Pointing out ‘that a disastrous 
increase in the cost of living had 
been avoided only because the 
food industry had toed the line, 
Mr. Bowles said it was time that 
the clothing and furnishings people 
took stock of their record. 
Department stores are making 
dollar profits before taxes which 
are much more than ten times 
their 1936-39 earnings, he said, and 
greatly increased profits have been 
attained by others. In the retail 
trades, he mentioned men’s cloth- 
ing stores, women’s specialty 
shops, variety chains, and hard- 
ware, furniture and music stores. 
He also referred to dry goods 
wholesalers, hardware wholesalers 
and other wholesale distributors. 


Distributors to Share Cost 


OPA complained that in the 
past, manufacturers have been 
asked to absorb increased costs to 
hold the line, while the distribu- 
tion system has gone merrily on 
its way. Its representatives re- 
ported that in the future, price in- 
creases on the manufacturer level 
will be passed on to wholesalers 


jand retailers, but frequently not 


to consumers. 


Mr. Bowles reports that since 
the President’s hold-the-line order, 
the cost of living has gone up only 
1%. During those 18 months, how- 
ever, clothing climbed 11% and 
furnishings 13%. If it had not 
been for a 442% decline in food, 
which is weighted to make up 40% 
of the cost of living index, the 
breech in the line might have been 
disastrous. 


OPA Tightening Control 


The price administrator warns 
that even more difficult days for 
price control are ahead. To plug 
the gaps, he is tightening his con- 
trol over distributors and, in com- 
pany with WPB, opening an of- 
fensive to roll back the cost of 
clothing. 

Mr. Bowles had figures on the 
disappearance of low-price cloth- 
ing from the market. In 1943, for 
instance, 55% of cotton dresses 
were in the $2-$2.25 class. By the 
first quarter of 1944 they were 
only 30% and are now far below 
that. In 1943, 50% of the rayon 
dresses sold at the $3.75 level. In 
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Newspaper 


EXTRA... 


NOW.nass 


We had to coin a word to say quickly that news- 


paper advertising has a maximum audience NOW 


... the first advertisement in a series is exposed to 


as great an audience as the last. 


Advertising in the Herald-American gets imme- 


diate and full exposure to Chicago’s largest evening 


newspaper audience. 


Chicage 
HERALD-AMERICAN 


EVENING AND SUNDAY 


Nationally Represented by HEARST ADVERTISING SERVICE 


1944, 35%. Now there is virt vally 
none in this class. ; 

Government proposes to e. pj- 
nate the temptation to make 5p}, 
high-price items by making y 
programs for production of e: -en. 
tial goods, then issuing Pprio. ties 
for materials only to mills that 
agree to take part in the prog am 
Tight price control will be mip. 
tained from mill through op. 
vertor, wholesaler, and retail: ty 
consumer. 

Until the programs are wo: keg 
out, nobody knows how muc», jf 
any, luxury goods will contin. e tg 
be made. In wools, probably none: 
perhaps some cottons and rayongs 
In addition to rolling back cloth- 
ing prices perhaps 7%, government 
hopes to insure value in the mer- 
chandise and to -restore low-price 
items in the market. 


Cites Bigger Values 


Describing the project to news. 
paper men, Mr. Bowles remarked 
that in some cases the public js 
actually getting more value ip 
buying new styles that have re- 
placed low-price goods. Others. 
he declared, are merely subier- 
fuges to get price increases. 

Opening its offensive in the 
complicated textile field, OPA and 
WPB said they would require that 
mills price low-cost garments on 
standards comparable with the 
quality of prewar goods. They 
also will insist on elimination of 
“dummy” sales to artificial middle 
men to jack up prices. 

In informing the distribution 
trades that they must absorb price 
increases in the future, OPA 
promised that standards would be 
set up to protect them against loss 
of over-all profit below peacetime 
earnings, just as an_ individual 
manufacturer may appeal if prices 
work a hardship on him. 

Great profits now enjoyed by 
distributors stem from increased 
sales, higher realized margins, and 
reduced expenses in relation to 
sales, OPA says. An important 
factor, it is pointed out, is the fact 
that fewer clearance sales and 
smaller markdowns are required 
to get. rid of less desirable mer- 
chandise. 


Approximately 850 Carrier Boys d: 
liver the Standard-Times each day ' 
| the 208,000 residents of this Four! 
Largest Market in Massachusetts. 
Standard-Times carrier boys persona! 
deliver your advertising message in! 
| the hands of nearly all prospectiv 
|| buyers in this rich market. 
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nforth, Vice Pres. 
TIRE & RUBBER CO. 


Almost a year before Pearl Harbor, Admiral 
Yamamoto was “looking forward to dic- 
tating peace to the United States in the 
White House at Washington.” The Idea 
is as dead as the Admiral ....... 


There’ll always be a Washington, and Wash- 
ington will continue to be the GHQ of busi- 
ness for generations to come... the reason 
has nothing to do with the Japanese war or 
with the aftermath of the German war. It is 
simply because Washington is the apex of 
America’s economic pyramid ........ 
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/|GOVERNMENT NT 


/-___ FINANCE 
TRANSPORTATION \ 


/ AGRICULTURE \ 
/ INDUSTRY me" 
Fi LABOR \ 


Top management men depend on The United States News for 
reliable analyses of the news that originates in Washington, the 
GHQ of business. So essential to them is the news of national 
affairs that 80% of all subscribers have the magazine sent to 


home addresses .. . 90° read it from cover to cover. 


(200,000 Guarantee) 


The Direct Route to 
those who O.K. both 
corporate and family buying 


* 


Daniel W. Ashley 
Vice President in Charge of Advertising 
30 Rockefeller Plaza, New York 20, N.Y 


* The 


only publication of its kind * 
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We Need Business Statistics 


Business needs _ statistics on 
markets in order to plan present 
and future sales and advertising 
operations. The basic statistics 
can be developed better by gov- 
ernment than by business organ- 
izations and, done for the entire 
business community, such projects 
are less expensive than if over- 
lapping individual efforts were 
undertaken. Consequently we 
must continue to look to govern- 
ment for these services. 

This being true, it is difficult to 
understand the lethargy and in- 
ertia which have prevented busi- 
ness men and their representatives 
from speaking up clearly and em- 
phatically on the subject of mak- 


ing appropriations for the census | “and that the lack of adequate facts 


basis is $11,500,000, a mere bag- 
atelle in the national war budget, 
but resistance is based on the ap- 
parent assumption that the ex- 
penditures are to be made merely 
to give government statisticians 
something interesting to play with. 
Thus far the voice of business has 
not been loud enough nor em- 
phatic enough to make Congress 
understand that these business sta- 
tistics are needed and will be a 
vital part of intelligent planning 
for postwar markets. 

“Without a good measure of 
salesmanship to demonstrate that 
it would not require manpower for 
nearly a year,’ wrote the Wash- 


_ ington editor of ADVERTISING AGE, 


projects which the Department of can handicap the development of 
Commerce is ready and willing to|a well rounded distribution ma- 


make, 
necessary authority by Congress. 


provided it is given the | chine after the war, officials be- 


| lieve the census wouldn’t stand a 


The latter has shown relatively | chance.” 


little interest in authorizing a Cen- 
sus of Business for 1946 or a Cen- 
sus of Manufactures for 1945, and 
hence these 
jobs, 
gress, 


may face tough 


at the new session. 


Replacement of Jesse JOnes as 
Secretary of Commerce by Henry 
Wallace will create another psy- 


important statistical | chological hazard for the census 
rejected by the 78th Con-| proposals, 
sledding | greater efforts should be made by 
when they are under consideration | all marketing interests to set in| 
|'motion the machinery necessary | 


and that is why still 


The appropriation requested to} to produce basic statistics so that 


conduct these studies on a sample 


they will be ready when needed. 


Distribution Is a Service 


Lawrence Sizer, 

manager of Marshall Field & Co. 
told the Newspaper 
Executives Association at its re- 
cent Chicago convention that the 
public needs education on dis- 
tribution, and that newspapers 
and other media should make an 
effort to supply the facts regarding 
it. It might be added that edu- 
cation along this line would help 
to bring a clearer understanding 
of the sales and employment prob- 
lems that we shall face after the 
war. 

Most of the conversation by both 


Adv ertising | 


cost 


| customers 
than 


} 


government and business has to 
do with the expansion of manu- 
facturing enterprises. Yet indus- 
trial activities in peacetime have 
never accounted for more than | 
one-fourth of the total employ- 
ment. Distribution services, 
transportation and _ agriculture | 
have absorbed the rest of our 
workers. They will have to ac- 
count for much the same propor- 


tion when we are again on a peace- 
time basis. 
There is 


entirely too great a 


j}availability to 


sales promotion pacing as Mr. Sizer said, to 


that distribution is a 
necessary evil, and that it should 
be restricted wherever possible. 


| assume 


elie’ Me © 
my FACTORY 


COLONEL 
STOOPNAGLE. 
INVENTIONS 
MADE uP 


—General Mills 


for folks who love Wheaties.” 


No Mouse, This Rabbit 


Dawson Funk of J. Walter 
Thompson’s L. A. office thinks the 
ad reproduced here from the Los 


RABBITS 


Last Will 
and Testament 
of a Rabbit 


AS 1 SIT HERE 

PLACENT and contemplate on a full 
& happy existence, I feel th 
span of years & days have seen 
many and historic events take place. 
I have raised many a family 
which fas_ served patriotically in 
the war effort. My fellow rabbits 
have marched with pride to do their 


UITE COM- 


so. They know 
that they, + would save a 
nice substantial steak for one of our 
“over there.” and then have 
final satisfaction to vane their 
own hides would yitimetely find their 
way to California's Rabbit Skin Cen- 
ter to be treated with —, respect 
and help keep someone war 
WE, TOO, RE XPEN NDABLE. 
So knowing these facts I desire that 


ts) 

make this statement omy 
last will and testament: 

| 1. Tha ood & fur. 


at I be used for 
2. That all my grease be saved to 
} help put Hirohito on the skids. 
3. That my deft  topt ee sent to 
n 


4. That my front 


are knocking the ---- out of him, 
end he wil soon need a new set 
of u 

6. Finally, ¢ that my hide he sent to 
Seymour Nesbit Co. where I shall 
be treated according to my mer- 
its, and you, as my breeder will 
receive full credit for my up- 


| 


Yet distribution is one of the most | 
important services in the economic | 


field, taking products from where 
they are made to where they 
needed, and adding the utility of 
their intrinsic 
Some types of distribution 
more than others, but 


values. 


are | 


this | 


may be because certain groups of | 


demand 
others. Freedom 
among the various modes of dis- 
tribution is just as great a free- 
dom as when it relates to choice 
of products. 

This does not mean that un- 
necessarily high distribution costs 
should not be eliminated, but only 
that it 


more 


represented by distribution, 
of the varying costs 
supplying the different types 


services the public demands and 


| conditions. 


services | 
of choice | 


WHA TOU G 
BUY ANOTHER WAR 


| Seymour Nesbit Co. 


113 E. 11 ST... L.A. 15. PR-9441, 
White for free 1945 calendar, 


Angeles Times classified page rates 
tops for all his years of classified 
reading. And we’re pretty close 
to the same opinion. 


Agency Promotion 


It seems to us that advertising | ¢ -igaret. 


Cabot & Co., Boston, has a new 
twist. It’s a big brochure called 
“While You Were Away,” and is 
said to have been designed pri- 
marily as a scrap book “to give 
our people in the service an idea 
of the broad way advertising for 
our clients has been and is being 
used since the war.” Of course, 
it makes an effective promotion 
piece for the agency. 


Cancelling Conventions 


There are several ways to ac- 
cede to the recent convention ban. 
We think the best way is that 
taken by the Newspaper Ad Execs 
Association, which adopted a for- 
mal resolution expressing its de- 
sire to cooperate wholeheartedly, 
and sent the resolution on to the 
appropriate Washington authori- 
ties. The International Affiliation 


of Sales and Advertising Clubs did 
the same thing. It wired Jimmy 
Byrnes that its projected Pitts- 
burgh meeting had been cancelled, 
and continued: 

“This confirms the policy of the 
organization to cooperate with 
governments of United States and 
Canada for furtherance of the war 
effort. The Affiliation has long 
had a war activities program in 
operation but is unwilling to re- 
quest special favors. This cancel- 
lation has unanimous support of 
17 clubs located in cities from 
Montreal to Windsor and from 
Cleveland to Pittsburgh to Syra- 
cuse totaling 3,200 members, Alter- 
nate plan proposed is to proceed 
with regional one-day working 
conferences to direct localized war 
activities program.” 


Prewar Smokes 


We had the unusual experience 
\the other day of smoking a pre- 
|war—in fact a 1938 vintage— 
It was one of Brown & 


_agencies are now doing more and | Williamson’s Kools, and we found 


| better self-promotion than ever | 
before, and, we might add, it’s 
about time. House organs like| 


| those issued by Ketchum, MacLeod 
|& Grove (mentioned because the 
| latest issue happens to be at hand) 
and numerous others are becoming | 
land in surprisingly good condition, 
but the premium booklet made us | 


is desirable to inform the | 
public of the value of the services | thoughtful, 
and | done. 
involved in| While still far too uncommon, is 
of | 2Ppearing with a little more fre- 


more and more provocative and 
and better and better 


Agency advertising, too, 


|}quency and with—usually—effec- 


; : | tive messages. 
is entitled to receive under normal | 


One of the latest agency promo-|two-slice toaster; 


lit, along with a B&W premium 
booklet and a little folder giving 
the probable starters, jockeys and 


|odds for the 1938 Kentucky Derby, 


in a neat little package buried in 
our desk drawer. 
The cigarets were most welcome, 


a little nostalgic. Among 


beautiful premiums which it of-| communities, 


| 


The following docume “- 
be secured without hl 


companies sponsoring +. 
through ADVERTISING AGE, 

national advertiser or ad 

agency executive writin; 

business letterhead. 


No. 2465. What Major Oui lets 
Going to Do About Sol 
Household Appliances in pj 
war. 

House Furnishing Review ¢j 
a detailed report, in this fo “¥ 
a survey conducted amon 
scribers to determine wh: t re 
dealers in major household ap 
ances plan to sell after the 
and what merchandising hg 
they would most like to receivyg 
the immediate postwar period, 


No. 2466. Advertisers Rate ( 
Data Guide. 


Rates, circulation figures, 
issuance and closing dates for g 
eral, farm, mail order, direct gs 
ing and ‘trade publications 
listed in condensed form in 
20th annual edition of this 
and data guide, published by £. 
Brown Advertising Agency, ¢ 
cago. It includes classified ad 
formation on leading metropoli 
dailies, data on shopping ne 
papers, transit advertising 
radio stations and networks. 


No. 2467. The Federal Res 
Bank Tells Why the Pulp 
Paper Industry Must Conti 
to Move South. 


Southern Pulp & Paper Jour 
has issued this folder, contain 
extracts and highlight interpre 
tions from a Federal Reserve Bi 
report, which concludes that for 
reserves, condition and status 
plants, and operation costs are! 
tors making the southern mill 
primary future source of the c 
try’s paper supply. Mills of 
South are listed by states, an 
map indicates their locations, 
a key to the type of their ope 
tions. 


No. 2404. Something New 
Been Added to the Philad 
phia Story. 

New population estimates 
metropolitan Philadelphia, and 
definition of the Philadelphia tr 
area to include 14 counties fo 
the basis of this new market st 
issued by the Philadelphia Rec 
A detailed circulation report 
the ABC city and retail trad 
zone and for the “plus coverag 


| 


outside is included with mar 
data. 
No. 2411. WKY Market Facts 


Maps of morning, afternoon ‘ 
evening coverage of Station W 
Oklahoma City, illustrate ‘his 4 
folder’s material, which inclu 
population, 1943 retail saies 
four store groups, and «let 
buying income. 

The South’s 


No. 2420. 


Market. 

Up-to-date figures on 1 
its market and its newsp: 
included in this new marke °° 
on Memphis, released by th: 
mercial Appeal and Me: '?P" 
Press-Scimitar. 


No. 2418. The Census B °' 
Matches Names. 


This newly-revised | 
presents an analysis of Su 


Farming families in rela 
the|farm families within th 
within the | 


fered were such things as a Ham-|tion’s 15 primary states, an 


mond electric clock; 


a Westing-| 


in the nation. Data is bi: 


house electric iron; an automatic| special tabulations of th 


| tion pieces we’ve seen, for Harold'ioned silk hosiery. 


and full-fash-|Census of Agriculture, f°" 


and Population. 
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) c Nor the Power of the Magazine Women believe in! American women continue ee | ps 

| to be a world phenomenon of some note. One of their more understandable %, bids 


achievements is making a peak allotment of copies of this magazine vanish from 


America’s newsstands within the first two weeks of each sales period. ; 


c i “JOURN A |. ae 
H oust es 
LARGEST AUDITED CIRCULATION OF ANY MAGAZINE ‘ ! 
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ACA Names Directors 


J. G. Hagey of B. F. Goodrich 
Rubber Company of Canada, 
Kitchener, Ont., and G. Russell 
Hogg of Lambert Pharmacal Com- | 
pany (Canada), Toronto, have| 
been appointed directors of the 
Association of Canadian Adver- 
tisers. 


Joins Newspaper Group 


G. K. Martin, formerly adver- 
tising manager of Wilson Publish- 
ing Company, Toronto, has joined 
the Canadian Weekly Newspapers 
Association as advertising repre- 
sentative. He will have headquar- 
ters in the Temple building, To- 
ronto, where the association has 
opened a new local office. 


ADDRESSING 
FILL-IN 


John a McElwain «& €o. 


A DIRECT MAIL SERVICE 
Phones Webster 2336-7 
607 S. DEARBORN ST. CHICAGO 


Macy Ad Director 
Hits Newspapers 


as Backward’ 


Urges 'New Models’ 
to Meet Postwar 
Tele Competition 


New York, Jan. 25.—‘‘Newspa- 
pers are a good medium, but you 
haven’t done anything to change 
it, or improve it, in 15 or 20 years,” 
William Howard, vice - president 
and advertising director of R. H. 
Macy & Co., pointed out before the 
24th annual meeting of the New 
York State Publishers Association 
here. 

For the “world’s largest store,” 
Mr. Howard directs a $3,000,000 
annual advertising - promotion 
budget, of which $2,000,000 is 


spent for publication space, and | 


the remainder for displays, book- 
lets, radio, etc. Through its affiliate, 
L. Bamberger & Co., Newark, 
Macy’s owns WOR, a key station 
of Mutual Broadcasting System. 

He urged the 
publishers not 
to knock tele- 
vision. “You 
may only help 
to create more 
interest in it, 
and more mo- 
mentum for 
it,” he said. 
“Tf television 
is fundamen- 
tally a good 
medium for 
selling goods, 
nothing you 
do promotion- 
ally is going to change it.” 

Noting that “I didn’t see many 
of you at the recent television con- 
vention” of the National Retail 
Dry Goods Association (AA, Jan. 
15), Mr. Howard said, “I did see 
a lot of retailers there, who ex- 
plained, ‘We missed the boat on 
radio; we don’t want to miss it on 
television.’’”’ He urged the pub- 


William Howard 
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“Sorry. dear, but Mr. F&P is here 


with those availabilities!” 


Spot broadcasting waits for no man— or girl! Spot 


: P EXCLUSIVE 
broadcasting demands more of its users than any other REPRESENTATIVES: | 
WEE wus DUCE 
advertising technique— more work, more thinking, KDAL -... ep DULUTH 
, - . WISH ...INDIANAPOLIS 
more rapid decisions, more real ability. WKZO .... KALAMAZOO 
WAVE ...... LOUISVILLE 
WTCN ...MINNEAPOLIS- 
ST. PAUL 
The only compensation is that it gives bigger result RSD... 8¥ Louis 
-ms ‘ « ves ve es 5 @ 3 sé‘) REE oo a Sos : 
I = 88 _— | nee SYRACUSE 
dollar expended. So when y . , fi 1OWA 
per dollar expended. So when your agency or adver- ae... een mesuee 
OE asscvel DAVENPORT 
tising manager recommends »t broadcasting, thank Pr ae a 
g > s *as © 
£ manag $s spc casting, than SOUTHEAST 
his awk thax ie alae ae fee 
the Lord for his conscientiousness — and say “Okay! alate eet hy 
4. Pear RALEIGH 
wbBJ ROANOKE 
SOUTHWEST 
KOB .... ALBUQUERQUE 
KEEW BROWNSVILLE 
KRIS ..CORPUS CHRISTI 
KXYZ HOUSTON 
KOMA OKLAHOMA CITY 
~ SE axaxeavacs TULSA 
Ln PACIFIC COAST 
N KOIN PORTLAND 
INC KIRO SEATTLE 
: > : ® e and 
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CHICAGO: 180 N. Michigam NEW YORK: 444 Madison Ave. 
Plaza $-4130 


Franklin 6373 


Pioneer Radio Station Representatives 


Since May, 1932 


SAN FRANCISCO: 111 Suter 
Sutter 4353 


ri WRIGHT-SONOVOX, Inc. | 


HOLLYWOOD: 6331 Hollywood ATLANTA: 322 Palmer Bidg. 
Holly wood 2151 


Main $667 


| point 


lishers to create some “promo- 
tional plusses” in the newspaper 
business, to counteract the novelty 
advantage of television. We in 
America are accustomed to prog- 
ress in motor cars, home appli- 
ances, radios and other things, he 
said, asking: “What is your model 
for 1945? Many publishers are 
printing on presses 20 years old 
. . . what have you done in this 
period to develop high speed color 
presses? 

“Do you mean that radio, fre- 
quency modulation, television, fac- 
simile, radar, walkie-talkies, not to 
mention the whole field of avia- 
tion and electronics, developed in 
the last 20 years without any cor- 
responding progress in printing 
presses?” 

Retailing today, he said, is gov- 
erned primarily by the “ifs” of 
availability of paper and merchan- 
dise. “But there is still the third 
‘if’ of customer good will,” he con- 
tinued. “Stores face the serious 
and longtime job of winning back 
customers to replace the itinerants 
to whom we have been selling 
merchandise. Neither the mer- 
chandise nor the service has been 
good. 

Says Service Declines 


“The service of newspapers to 
their advertisers also has de- 
teriorated. A lot of third rate 
newspapers are making first rate 
showings today because of condi- 
tions beyond their control.” News- 
papers and stores need worth-while 
institutional advertising to develop 
customers and to meet the new 
competitive threats of tomorrow, 
he declared. 

Edward L. Bernays, public rela- 
tions counselor, outlined a five- 
program to maintain the 
position of the press in news dis- 
tribution and social leadership: 

“1. Greater emphasis by news- 
papers on national and interna- 
tional social goals; 

“2. Inclusion of important local 
goals in the program; 

“3. Development of public ac- 


Advertising Age, January 29 | 


[CHEER 


| ores 


HOT OR COLD—Large-space copy 
promoting Nabisco Shredded Whea} 
a hot or cold cereal in newspap 
throughout the country in a speg 
campaign scheduled through Febrya 


ceptance of the ‘truthfulness 
newspapers; 

“4. Overcoming readers’ doy 
as to ‘fairness’ in reporting po] 
cal, labor, racial and other ne 

“5. Overcoming maladjustme 
to get the public to appreciate 
position of the press.” 

Arthur P. Irving of the Gi 
Falls Post-Star-Times was elec 
president of the New York St 
Publishers Association, succeed 7 
Fred I. Archibald of ‘the Albi | 


Times-Union. 


J. David Hogue, Utica Observ¢ 
Dispatch, was advanced to vid 
president, and W. O. Dappir 
Auburn Citizen - Advertiser, \ 
named to succeed him as seer 
tary-treasurer. Karl H. Thiesiy 
Syracuse, continues as executi 
secretary. 


Manages KFRC Sales 


Dink Templeton, former tra 
coach at Stanford University, P 
Alto, Cal., is now sales promoti 
manager of KFRC, San Francis 


Underline WORCESTER’S 


Postwar 


Security 


“.. we will double our 
pre-war employee levels” | 


say the makers of 


Small Hand Tools 


Parker 


strength to 


Manufacturing Company, a 
major representative of Worcester’s 400 
industries, with four years of concentrated 
war work still unbroken, nevertheless adds 


the foundation of Worcester’s 


postwar stability. In the words of Dwight 
E. Priest, President, “We have the great 


est confidence in peace time Worcester as a leader i: 


diversified industries. Our 
facilities have been greatly 


floor space and production 
increased. Our equipment i: 


modern. We have several new products ready to manu 


facture, which will greatly 


increase our postwar sales, 


and it is our firm belief that we will double our prewa: 
employee levels. Worcester’s future is assured in post 


war America.” 


Many thousands of high-paid, steadily employed 
skilled industrial workers are the mainspring of Worcester’ 
wealth as a market. Blanket coverage of this market i 
available with the Telegram-Gazette’s circulation: ove 


130,000 Daily, over 80,000 


Sunday. City Zone Populatior 


235,125. City and Retail Trade Zones, 440,770. 


The TELEGRAM -GAZET 


WORCESTER, MASSACHUSETTS 


GEORGE F BOOTH Puitisher- 
ae : 4 sentat y 


CIATES, NATIONAL REPR 


OWNERS of RADIO STATION WTAG 
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v \ General Mills’ WHEATIES ... is as familiar to millions of young people as 
the faces of friends and family. The “breakfast of champions” naturally se- 
lects The National Comics Group as Basic Media in reaching . . . and selling 

\ ... the eager, receptive youth market. More than 80% of the 8 to 20 year 
a 
olds receive this and many other leading brand impressions regularly . . . 


| tn the paged of 


| The National Comics Group 


ACTION COMICS BATMAN FUNNY STUFF STAR SPANGLED 
ADVENTURE COMICS BOY COMMANDOS GREEN LANTERN COMICS 

ALL AMERICAN COMICS BUZZY LEADING COMICS SUPERMAN 

ALL FLASH COMIC CAVALCADE MORE FUN COMICS WONDER WOMAN 
ALL FUNNY COMICS DETECTIVE COMICS MUTT AND JEFF WORLD'S FINEST 
ALL STAR COMICS FLASH COMICS SENSATION COMICS COMICS 


RICHARD A. FELDON @ CO., 420 Lexington Avenue, New York City 
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Cocilana Brings 
Infringement Suit 
Against Luden’‘s 


Philadelphia, Jan. 25.—Luden’s, 
Inc., cough drop manufacturer of 
Reading, Pa., has been granted 20 
days by the federal district court 
here in which to file answer to a 
suit brought by Cocilana, Inc., 
Brooklyn, maker of Cocilana 
Cough Nips, charging unfair trade 
practices and infringement in use 
of the name Cocillana on one of its 


products. Cocilana, Inc., asks 
damages including an award of 
profits. 


“Cocilana Cough Nips have been 
marketed since prior to 1938,” said 
Lou Scharf, vice-president of Co- 
cilana, Inc., “and through exten- 
sive promotion and advertising, 
and because of their effectiveness, 
have won wide acceptance and 


have gained an important share 
of the cough drop market. 

“It is our contention that Lu- 
den’s, in coming into the market 
last year with a cough drop la- 
beled ‘Luden’s Cocillana’, has in- 
fringed on our trade name and 
used the name ‘Cocillana’ in its 
new product to confuse the buying 
public and trade to the detriment 
of the sale of Cocilana Cough 
Nips.” 

Luden’s advertising is handled 
by J. M. Mathes, Inc., Cocilana’s 
by Al Paul Lefton Company. 


To ‘Chain Store Age’ 


Ray Johnson, formerly in the 
research department of Schenley 
Distillers Corporation, New York, 
has been appointed research di- 
rector of Chain Store Age, New 
York. James C. Houser, for- 
merly a _ technical writer with 
Lawrence Aeronautical Corpora- 
tion, has joined the publication’s 
Chicago advertising staff. 


Starting at 5 a.m. with WWL’s 
Farm Program .. . 


Speeding up at 7:30 with WWL’s 
“Dawn Busters”. . . 


Folks turn 


3 
NEW ORLEANS 


A DEPARTMENT OF LOYOLA 


frst to - 


UNIVERSITY 


THE GREATEST SELLING POWER 
IN THE SOUTH'S GREATEST CITY 


50,000 Watts « Clear Channel « CBS Affiliate 


Represented Nationally by The Katz Agency, Inc. 
RS ARPES EE RIE Oe aR RD 


‘New Orleans States’ 
Names Fitzpatrick 
Lt. William H. Fitzpatrick, man- 


the United States Navy, has been 
appointed editor, succeeding the 
late Major James Evans Crown, 
who died recently. 

Frank C. Allen, acting managing 
editor, will become managing edi- 
tor and editor pro tem. 


Castellini Joins Agency 


William A. A. Castellini has re- 
signed as manager of the civic de- 
partment of the Cincinnati Cham- 
ber of Commerce to join Stokes- 
Palmer-Dinerman, new Cincinnati 


agency, as head of the public rela- 
tions department. “ 
To Keelor & Stites 

Imperial Products, Inc., Cin- 


cinnati, which merchandises Im- 
perial reversible window shades, 
has appointed Keelor & Stites 
Company, Cincinnati, to place ad- 
vertising in national magazines, 
trade publications and radio. 


aging editor of the New Orleans 
States and at present on leave with | 


Brown-Forman Outlines 
1945 Advertising Plans 


Brown-Forman Distillers Cor- 
poration, Louisville, plans four- 
color pages in more than 20 na- 
tional magazines for its principal 
brands, Old Forester and King 
Blended whisky, as the main part 
of its 1945 advertising promotion. 
The company is celebrating its 
75th year of operation this year. 

Large size newspaper ads in 
principal markets, 24-sheet post- 
ers, painted bulletins, electric 
spectaculars and point-of-sale 
pieces will also be used. 


Norton Names V.P.s 


Norton Company, Worcester, 
Mass., manufacturer of grinding 
wheels, has appointed the follow- 
ing vice-presidents: Ralph M. 
Johnson, sales manager of the 
abrasive division; Frank W. Smith, 
sales manager of the grinding ma- 
chine division, and Milton P. Hig- 
gins, treasurer. Mr. Smith has also 


been appointed manager of his| 


division and will be succeeded by 
C. Denson Day, formerly assistant 
sales manager. 


Advertising Age, January 


‘Brown Joins Greig; 
Agency Adds Accoun's 


L. E. Brown, formerly wit 
Protection Products Company 
Chicago, has joined Jame. 4 
Greig & Associates, Chicag 
space buyer. 

The agency has recently 
quired the following acco 
Foote & Jenks, flavor speci 
Jackson, Mich.; Transit Fare 
Corporation, fareboxes, Dov 
Grove, Ill.; and Commercial | 
tics Company, Tru-Tone La! 
tories, dentures, Efengee Elec: 
Supply Company, and Burr 
Belting Company, all of Chi 


Bovril tio R&R 


Home Products Sales Corpora. 
tion, New York selling organiza- 
tion for Taylor-Reed Corporation, 
Mamaroneck, N. Y., has beep 
named to handle sales and distri. 
bution in the United States of 
Bovril, British beef extract. Ruth- 
|rauff & Ryan, New York, handling 
Taylor - Reed advertising for 
Tumbo puddings and Cocoa Marsh 
chocolate syrup, has been named 
}agency for Bovril in this country, 


For Sipe fo ie 
ea ese 
TAN pa PPD TE whe 


TRI-CITIES, on the Illinois side. 


and lowa, outside of Chicago. 


@ This prosperous market is thoroughly blanketed by 


popular WHBF 


@ The major portion (60%) of TRI-CITIES is on the Illi- 
nois side .. . fully covered without duplication by... 


4 
(Photo, courtesy Deere & Co.) €. 
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Postwar Prosperity in TRI-CITIES 


is No “Pipe-Dream” 


Continued prosperity of Tri-Cities after the war is as certain as the farm- 
ers’ need for new machinery .. . and that need is certain. 
The U. S. Dept. of Commerce predicts that postwar farm machinery pro- 
duction will be double that of the best prewar years. Already, there is a 
2 to 3 billion dollar backlog of demand for new farm machinery .. . 
average of 400 dollars per farm. 
This means that Tri-Cities, as “The Farm Machinery Capital,” is a sure- 
fire market for your postwar sales plans. And Tri-Cities’ size (200,000 
population) offers real sales VOLUME . . . the largest market in Illinois 


one TST R 


MOLINE DATLY DISPATCH 
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One of many important farm implements produced by Deere & Co. in See . ffa 


af ve | 

4 git o 

ee * x ¥ ai so a4 

ye ieee Tl a “<g>. 
at OF hdl ot Ne Allie ‘sae Wee 


an 


. o . P 7 % = 
' 
| ee = 
a ——_—___-—— _ . 
‘Bi a | | | 
.) ae —_— 
i | . | 
H : 2 ite \ », 7 5 - hes eo. a — Bs ee : -.. 
. gia a. oe | ee re " -_ 
SS ae ‘~\ ~~ oa a\ Bip ak ws LAND-MOLS ene DAVEN PO g 
: . oe bee pe e Oe ROC T, TA : “= 
P —— xs Aad \ en. 3 A@ ye = = i) 5 ; 
ie #, : itis a _ a Sure) O>->——=— —e! <a S a 
5 2. 2 Sea MACHIN <—o ia 
[| Baer OARM RY Cann 
The j Dita] a 
: mie , 
, } : i 
=: A oe Ml. we. sittin =: 
er Oe - a 
. ee. hts al aos. & a 3 - es S 
‘n : - — Beer Pe Be ape is , — _ ™ inion - -— : 3 7 : en —_— P v- — : ‘ aa if " ‘ "1 a a. ie 
ts = ) beta = cs —— 2 ae.) “— a — 
SA: Pe oe tl A ; é . 7 PPh . ek ie : 7 oa ee Fi Veit ns : oe ee & i4 ee eo 
ene e& @ Vai, i ae SEGRE Res 23 oS ae PS ae PS oa yi” 2 ey : 3 
’ ; ae U ten Se 43 i 3 ; p) a ‘inca Sere Se : Ro a ere MN ] 7 
; ” +i . a np, : a é' A . » / n : ; - ve ee . set P / , i ae 5 q . — ; Zs ° “haus a aM i” : . ni a 
; a : | , ee ‘ 4 . i SF. : ie ; 5 ; de — : ; : = : i 3 ‘ 4 j : ye e 7 ie 2 2 ui oe 4 % 4 ties « is a 
oa 7 & — ° poem « ¢ » fee Ce Be ig, Ng Oe Pe ee he, Ore ee ee MO : 2 
_- i > i ) os —— az a oak Ad AM ee - Pike Ss og ‘ . 
. $ fi, “Uae | i ES ee I 2 2c. “2s. : . 
g. if : ~N% a p : is a4 ; i “ ? a " ‘ 7 
a i » a Ve . 
ao | ee “. ; 
a a i i 
| “DA 
| od | Wer 
V7 4 » eee Wit 
, 3 
re HE ROC ISLAND _AE a BASIC <4();e 
| i _— es not BO 
a e — : NETWORK | x 
| : | et: — (LRWK 
ee S ROCK ISLAND ARGUS j \/NY 
| | MOLINE DISPATCH “*« | 
, i 


pora- 
iniza- 
ation, 
Deen 
listri- 
2s. of 
Ruth- 
idling 
for 
larsh 
amed 
intry, 


——— 


ere you see, not a man with his 
favorite phonograph record, but a 
“specialist-of-the-oil-industry” en- 


grossed in the study of a pie-chart. 


Since the petroleum industry requires such 


Robert: Yarnall Richie Photograph tor Warren Petroleum Corporation 


costly equipment and accurate information for 

— efficient operation, it must also have the most 
highly trained workers and technicians. This 
vast army of higher than average income, con- 
centrated as it is in Tulsa and “The Magic Em- 
pire’ simply means that here is a market for 
good products which you as a manufacturer 
can TELL and SELL at lower cost through the 
pages of the newspapers THEY READ. 
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Serutan, ‘Journal 
of Living’ Slapped 


for Sales Tie-up 
FTC Order Recites 


Connection Between 
Product and Paper 


Washington, Jan. 23.—Demon- 
strating that it can “play rough” 
when it wishes, the FTC today 
ended four years of litigation over 
Serutan advertising with a cease 
and desist report which strayed 
sufficiently far from the issues to 
outline the close relationships be- 
tween Healthaids, Inc., manufac- 
turer of the product, and “The 
Journal of Living’? magazine. 

Although the Commission took 
no action against the interlocking 
management of the two organiza- 
tions, it commented that the mag- 
azine appeared to be part of an 


arrangement which enabled the 
respondents “to sell to the public 
publications which are funda- 
mentally advertisements for Seru- 
tan disguised with various titles.” 

Formal action in the case, which 
began on Oct. 4, 1940, was limited 
to a routine order forbidding both 
the manufacturer and the maga- 
zine from describing Serutan as a 
“cure or remedy” for constipation 
—a finding which FTC has handed 
down in many earlier cases in- 
volving laxatives. 


Calls Relief Temporary 


According to the Commission’s 
position, Serutan, like many other 
products,: affords temporary relief 
by its laxative action, but “con- 
stipation is usually a symptom of 
some other trouble and the proper 
method of treatment is to ascertain 
the cause.” \ 

“Though a person suffering from 
constipation may secure temporary 
relief from the use of Serutan or 
some other laxative,’ the FTC 
holds, “if the cause of his consti- 
pation is not corrected, he will 
revert to. a state of constipation 
when he ceases to take the laxa- 
tive.” 

The only distinguishing feature 


of the Serutan case is the history 
of “The Journal of Living” maga- 
zine and its editor, Victor Lindlahr, 


'as brought out in prolonged hear- 


ings. According to the findings, 
Mr. Lindlahr, in addition to com- 
pensation from the magazine, re- 
ceives pay from Healthaids for 
services as a radio lecturer. The 
Commission also found that two 
Healthaids officials served as di- 
rectors of the magazine. 

In its report, the Commission 
said: “Healthaids, through its 
radio programs, directly advertises 
Serutan, features Lindlahr as ‘an 
eminent diet authority’ and ‘fa- 
mous editor of “Journal of Liv- 
ing”’ and promotes the magazine 
and various Lindlahr books; Lind- 
lahr in his broadcasts and writings 
promotes Serutan and the maga- 
zine ‘Journal of Living;’ and the 
magazine directly advertises Seru- 
tan and promotes Lindlahr and his 
writings, which in turn promote 
Serutan.” 


Essence of Arrangement 


“The essence of the entire ar- 
rangement,” the findings state, “is 
to promote the sale and distribu- 
tion of Serutan, and to do so 
in as indirect and apparently 


General Patton Compliments 
Detroit News Reporter 
on War Stories 


are rem & 
ther, e a 


G.s 5, 
Lieut TON, JR 
ut. General yy ; 
Commanding 


em 
in whiee® Particula 
rn 


....*‘one of the greatest morale builders of this or any other war’’ 


—That’s what General Patton said 
about the kind of ‘Shome town’”’ 
stories John M. Carlisle, staff 
reporter, wrote about Detroit and 
Michigan men when he was 
recently with the 3rd. Army, 


Carlisle 


is one of three top- 


flight staff men The Detroit News 
has sent into battle zones so that 
News readers might have a more 
intimate picture of what their sons 
are doing on the fighting fronts. 


The Detroit News 


THE HOME NEWSPAPER 


A. B. C. Weekday Circulation, 383,089—Sunday Circulation, 470,785 
Dan A. Carroll, 110 E. 42nd St., New York, 17 y 


cas ne alice cs 2 RIE 5 SS a SiS SNS aT: AIRE 


E. Lutz, Tribune Tower, Chicago, 


Through these processes, the Com- 
mission found, the respondents | 
actually sold “publications whica | 
are fundamentally advertisements | 
for Serutan disguised with various | 
titles and which point out how 
essential the product is to what- 
ever the purpose of the booklet 
—beauty, health, longevity, weight 
reduction, or weight gain.” 

Since the ownership of “The 
Journal of Living” was not an 
issue in the case, the Commission 
contented itself with some’ addi- 
tional observations about Victor 
Lindlahr, its editor. According to 
the FTC report, ‘“Lindlahr in 1918 
was licensed to practice as an 
osteopath in Illinois and in 1923 
obtained a degree of Doctor of 
Medicine from the St. Louis Col- 
lege of Physicians and Surgeons.” 

“Although he admitted at the 
trial that he knew this institution 
was a ‘diploma mill’ and he has 
never been licensed to practice as 
a doctor of medicine,” FTC pointed 
out, “he testified that he considers 
himself entitled to use his M. D. 
degree for writing purposes.” 


disinterested guise as possible.” | 


Florida Rules ASCAP 
Not a Monopoly 


The state of Fiorida on Jan. 17 
handed down a decision ‘that the 
American Society of Composers, 
Authors and Publishers “does not 
constitute an unlawful monopoly 
or combination operating in re- 
straint of trade or in violation of 
the statutes of the state of Florida 
and is legally qualified and enti- 
tled to operate within the state.” 
The decision follows the suit 
brought by Florida Attorney Gen- 
eral J. Tom Watson against 
ASCAP and two other defendants, 
charging infringement of the Flor- 
ida statute. 

ASCAP also announced that the 
appellate division of New York 
supreme court had upheld a lower 
court decision that ASCAP was 
not a monopoly infringing the 
Donnelly Act, following _ suit 
brought against the society by the 


Hotel Edison, 


Advertising Age, January 2° 194 


Aldens Issues 
Largest Catalog; 
‘Digest’ Planned 


Chicago, Jan. 23.—Alden: (}; 
cago Mail Order Compan) 4); 
week is distributing the |, 
winter catalog in its history-—wijy 
a total of 600 pages compare wit 
474 pages last year—to its re; 
year-round customers. Late» tj 
month a digest, one fourth the gj, 
of the regular catalog, will | 
sued for new customers. 

Issuance of the smaller <(ige. 
according to the company, is } 
line with the national policy 
conserving paper. 

The company’s junior fa 
line is .the catalog opener, an 
dress goods and other women’ 
merchandise in which the com 
pany specializes are featured 
throughout the book. Greatest ip 
crease in space has gone to page@ 
on junior fashions, shoes, and 
home furnishings: Very few item 
in the book are marked “not avail 
able.” 

The catalog has been mailed 
somewhat earlier than last yea 
because of the earlier Easter date 


GE Appoints Tele Head 


Emerson Markham has _ bee 
appointed manager of televisio 
of General. Electric Company 
Schenectady, succeeding Robert L 
Gibson, recently named advertis 
ing and sales promotion manage 
of the new chemical department 
Mr. Markham has been with G-] 
broadcasting for 20 years, and wil 
continue as manager of the com 
pany’s FM station WGFMM, and ir 
charge of farm and science broad 
casting from WGY. 


Joins Orr Agency 

A. E. Adam, until recently vice 
president and sales manager of 
Sturgeons Ltd., Toronto pain 
manufacturer, has joined the staf 
of Wm. R. Orr & Co., Advertising 
Toronto. 4 


Your Story 


On Film 


P ictures ‘‘made-to-order’’ for your needs are 


' an actual, real life dramatization—an intimate 
experience which your audience undergoes. 


Films tell the whole story. ..whether it’s a 


sales presentation, instructions, educational, 
or a good-will builder of your plant or product. 


Filmcraft is proficient in the making of special 
films that tell a retentive story, easily and 
quickly. Let us know your problem 


- ... our experienced staff offers time- 
proven advice, 


A, your part. 
f AS 
¢ = ¥ oe 


FILMCRAFT 


207 W. JACKSON BLVD, + CHICAGO 6, IL!. 
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WHAT CAN YOU DO WITH 400,000 “GUESTS” WHO WON’T GO HOME? 


We've got that many here in Southern Cali- 
fornia — four out of every six people* who have 
come to work in our war industries are planning 


to stay here after the war! 


We're glad. We were the country’s third largest 
market even before they came to visit us ... but 
we've plenty of space to grow in, plenty of room 


and plans for these people to prosper in. 


We can give you scores of examples of how the 


postwar plans of Southern California manu- 
facturers, agriculturists, retailers, and business- 
men will turn our wartime “guests” into per- 


manent, prosperous peacetime residents. 


And yes, we can show how you can tap this 
bigger, richer market through the Los Angeles 
Times. We'll do it at the drop of a postcard to 
THE TIMES, or to our representatives. 


*Figures from United States De partment o f Commerce and 
Los An geles Chamber of Commerce. 
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Donnelley Expands 
Merchandise Unit; 
Offers Sales Help 


Contacts Dealers 
for Manufacturers; 


Makes Product Tests 


Chicago, Jan. 25. — Although 
willing to reveal few clients’ 
names and no specific details of 
outstanding accomplishments, of- 
ficials of the merchandising di- 
vision of Reuben H. Donnelley 
Corporation this week confirmed 
reports that the division’s activi- 
ties have expanded greatly in the 
past two years and now seem to 
be on the threshold of far greater 
growth. 

The mechandising division — it 
received that designation only last 
year —functions in many ways, 
one of the most significant being 
as a sales force for manufacturers 
who seek retail dealer contacts. 

Among recent clients, the divi- 
sion’s officers inform ADVERTISING 
AGE, are Colgate-Palmolive-Peet 
Company, Jacques Mfg. Company 
(K C Baking Powder), Pillsbury 
Mills, Inc., Procter & Gamble 
Company, Quaker Oats Company, 
A. E. Staley Mfg. Company, Stan- 
dard Brands and Swift & Co. 

The division’s relatively unique 
position in the marketing and dis- 
tribution field has been developing 
for the past six or seven years. 
Donnelley prior to that time con- 
fined itself to publishing classified 
telephone directories in many 
cities; to distributing directories, 
samples, coupons, etc.; to direct 
mail advertising, and to publish- 
ing a number of trade journals, 
among them Ice Cream Trade 
Journal and Starchroom Laundry 
Journal, 


Serves Many Lines 


Expansion of the merchandising 
service developed rapidly as the 
manpower shortage became acute. 
The division has attracted the at- 
tention of nationally known soap, 
cereal, flour, meat packing, insec- 
ticide, and other manufacturers, 
and of newcomers in the food, 
drug and hardware fields, as com- 
panies have met increasing diffi- 
culty in finding manpower neces- 
sary to test products, contact re- 
tailers and the like. 

Officials say they do not expect 
anything like a curtailment of 
these services after the war when 
the manpower shortage will not 
exist. They expect, in fact, that 
the business will mushroom as 
soon as war controls let up. This 
confidence is based on _ present 
business, on the trend of inquiries 
from prospective clients, and on 
the conviction that the division 
has a variety of services in the 


int 


for 8 WOt SES 


\\\}; 


Stock cut film Kodachromes of 
subjects like this save time, save 
money, and you see what you get 
before you buy. 


Write for FREE Stock List 


FRED BOND 


1007 BROXTON @ LOS ANGELES 24 
..«« Representatives in (hicago and New Tork .... 


marketing field which comprise ajand packaged goods; and main- 
complete package that can be/tains a trained research and sur- 
matched by few, if any, sales or|vey staff to gather information| wise have nothing to do with such 
research forces however organized |from consumers, distributors, man- 
ufacturers, or anybody else. 
Donnelley officials insist the|service supplements and does not 
supplant sales forces of established 
companies. 
Without 


or staffed. 
Services Are Varied 


point-of-sale advertising. 

It offers to demonstrate products 
in retail outlets; provides mass 
distribution of samples, coupons 


services “step on nobody’s toes.” 
In many market areas through-|They say the services have been 
out the nation the division works | used to date by various advertis- 
as a supplier of specialized sales|ing agencies interested in testing 
forces to make one-time or peri-| Promotional campaigns. The agen- 
odic dealer contacts whether the] Clés, Avi que 
manufacturer wants merely infor-|used the merchandising division’s 
mative calls, checking of results,|Sales force to distribute products 
cash sales and deliveries from cars, | Which would otherwise not be on 
or the delivery and placement of|hand in retail stores at the time|staffs. Some manufacturers whose name. Reuben H. Donnelley o 
products have not been selling ef- i: 

fectively,. despite the advertising 
and distribution efforts made, have 
employed Donnelley to study con- 
sumer acceptance of the products. 
Such studies have led the way to 


redesign of packages, to pricing|the National Automobile Ownej 


they add, have frequently 


ad programs get under way. 


Claims Jobbers Satisfied 


So as not to attract opposition 
or other sales-creating materials|from retailers’ regular jobbers and 
to homes, schools, offices, or fac-|to gain their acceptance of the 
tories, or to special income, na-|/item being promoted, Donnelley 


tivity or other groups; delivers|strongly urges clients to give the| changes, 


catalogs, directories, 


calendars, |jobbers their regular commissions|color, flavor, 


on goods its salesmen sell to re- 
tailers, although the jobbers other- 


distribution or sales. 
They say, 


naming names_ they 
point out that newly developed 
products have been placed on re- 
tail counters through the Don- 
nelley service—relieving business 
concerns of any need to set up, 
train, and check their own sales 


ove, a . age, 


phone directories. 


and to alterations in|List (now compiled cooperative 
etc., much to the|with R. L. Polk & Co). 


‘ LLU 


profit of the companies involyeg 

The company originally conte, 
the merchandising field more 
less accidentally. The merchaj 
further, that their|dising grew out of its distriby 
services, which in turn grey , 
of the publishing of classified te 


Donnelleys Still Head Firm; 


The late Reuben H, Donnell 
founder of the company, was gy 
of two sons of the late R. R. Dot 
nelley, founder of the Chica g 
printing company which bears } 


ceived the idea of entering 4 
classified directory field and a pe 
company was formed. The Re 
ben H. Donnelley Corporation lat, 
entered the direct mail advertis; 
field and began the compilation , 
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Vhanke! 


Here are some of the advertisers who 
have helped to make 1944 the biggest 
year in the history of 


NATIONAL & REGIONAL 


American Express 

A & P Stores 

Bryl Hair Cream 

Bulova Watch Co. 

Carter’s Little Liver Pills 

Colgate Dental Cream 

Crucible Steel Co. 

Curtiss-Wright Corp. 

Cuticura 

Ex-Lax, Inc. 

Federal Shipbuilding & 
Drydock Co. 

J. H. Filbert, Inc. 

Florida Citrus Fruits 

G & D Vermouth 

General Motors 

Hennafoam Co. 


OVER 
1943! 


Kay Preparations 

Kerr’s Butterscotch 

Walter Kidde Co. 
Longines-Wittnauer Watch Co. 
My-T-Fine Co. 

National Biscuit Co. 

National Union & Radio Corp. 


New Jersey Bell Telephone Co. 


Pirrone Wineries 

Ranger Joe, Inc. 

Republic Pictures 

R. K. O. 

Royal Crown Cola 

Seeman Bros. 

Super Suds 

Venida Hair and Leg Lacquer 
Ward Baking Co. 

Wildroot Co., Inc. 


RETAIL 


Abelson’s Inc., Jewelers 
Simon Ackerman Clothes 
A. S. Beck Shoe Co., Inc. 
Broadway Hosiery Shops 
Jack Dempsey Restaurant 
I. J. Fox, Inc., Furs 
Hotel St. George, Brooklyn 
Howard Company, Jewelers 
Janet Shop 
Kresge Dept. Store 
Michaels Dept. Store 
Prentis Clothes 
Schwarz Drug Stores 
Tappins, Inc., Jewelers 
Albert Turner Factory 
Clothing Co. 


spite of the fact that 27% of all the available 


time on WAAT during 1944 was gladly 


contributed to the war effort! 


3 Yor This impressive increase was achieved in 
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yelley acquired and built up 


Y nter@ftrade journal division. 

mo _E. Donnelley, the other son of 
Merchagml R, Donnelley, at present is 
str iran Of the board of both 
grey grations. President of the 
fied tefl ben H. Donnelley Corporation 


Raymond M. Gunnison, New 


Firms ~ 

elle] Irwin Leaves Y&R 
R. Dogiaro! Irwin, head of daytime 
h Ca gammio at Young & Rubicam, New 
bears hark, has resigned, effective 
lley qogmrch 1. 

Ting ti eS ea 

he gree to Ross Company 
tion lat@™™Multi- Metal Wire Cloth Com- 
Vertisigumy, Formed Products Company, 
lation ##i Display Guild, all of New 
Owneggrk, have named Philip I. Ross 
erativemmpany, New York, to handle 
till lat@iiir accounts, 


Irving Shoes to Chernow 


John Irving Shoe Corporation, 
Boston, has appointed Chernow 
Company, New York, to handle 
forthcoming advertising in news- 
papers, radio and direct mail. 


Dorr Joins Quinn 


Helen R. Dorr, formerly with 
the New England regional OPA, 
has joined «. J. Quinn & Co., New 
Haven, Conn., as director of sales 
and research, boot polish division. 


NISA Yearbook Out 


National Industrial Stores Asso- 
ciation, Washington, has issued the 
1945 edition of the NISA Year- 
book containing a directory of in- 
dustrial stores and personnel, and 
data on the industrial stores mar- 
ket. 


Roper Survey 
Shows Criterion 
Poster Results 


Chicago, Jan. 24.—At a meeting 
of agency representatives here to- 
day, E. B. Daniels, vice-president 
and sales manager, Criterion Ad- 
vertising Company, New York, 
outlined results of a survey made 
for the company last fall by the 
firm of Elmo Roper, market re- 
searcher, to determine effective- 
ness of Criterion’s neighborhood 
shopping center’ three-sheet 
posters. 

The Roper study was based on 
remembrance and purchase by 
consumers of two products adver- 
tised at Providence, R. I., through 
exclusive use of Criterion leased 
posters, and on a study of similar 


products not advertised by post- 
|ers at Syracuse, N. Y., Mr. Daniels 
| said. The Criterion signs at Provi- 
dence were used by R. J. Reynolds 
Tobacco Company for George 
Washington smoking tobacco and 
by J. L. Prescott Company for 
Dazzle Bleach. Roper employes 
made 4,000 interviews in the sur- 
vey. 

The survey showed that in 
Providence, 32% of male pipe 
smokers had heard of George 
Washington tobacco, compared 
with 10.7% of replies of that kind 
in Syracuse. Asked what brand 
they had bought last, 5.7% named 
George Washington in Providence 
and 2.4% named it in Syracuse. 

The survey on Dazzle showed, 
Mr. Daniels said, that Dazzle en- 
joys twice as many sales in Provi- 
dence as does Clorox, said to be 
the only nationally advertised 
bleach and disinfectant. At Syra- 


Vow! Ct Ad 7 


WAAT delivers 


cd 


.M. 


more listeners per dollar 
in America’s 4~ Largest Market 

than any other station — 
including 


all 50,000 


: £ “ 


u\\ 
SMART BUYERS 


watters! 


*See Latest Surveys! Check Availabilities! 


National Representatives: Radio Advertising Co. 


Do you realize this market contains over 3% million people; 
more than these 14 cities combined:— Kansas City, Indianapolis, 
Rochester, Denver, Atlanta, Dallas, Toledo, Omaha, Syracuse, 
Richmond, Hartford, Des Moines, Spokane, Fort Wayne. 


DOLLAR FOR DOLLAR NEW JERSEY’S BEST RADIO BUY” | 


cuse, sales of Dazzle are not 
sought at present or promoted. 

Criterion clients include Lever 
Bros. Company for Swan soap; 
General Mills for Wheaties; Ward’s 
Tip-Top bread; Ralston Purina’s 
Ry-Krisp; H. J. Heinz Company’s 
mustard, and Pillsbury’s’ Best 
flour. 


Continental Names Mass 
Advertising Manager 


Sydney J. Mass, who joined the 
promotion of staff of Continental 
Distilling Corporation, Philadel- 
phia, in 1944, 
following his 
discharge from 


the United 
States Army, 
has been ap- 


pointed adver- 
tising manager. 

Prior to Army 
service he had 
been assistant 
to the officer in 
charge of the 
Brazilian Naval 
Purchage« 
ing Commission in New York, and 
at one time was assistant to the 
publisher of weekly newspapers in 
Philadelphia. 


To Hold FM Workshop 


Ohio State University will hold 
an FM workshop June 19 to July 
27 to instruct personnel in opera- 
tion of postwar FM educational 
stations. Sessions will be at the 
university and in Cleveland. The 
workshop, sponsored by the uni- 
versity, the state department of 
education, U. S. Office of Educa- 
tion, and Cleveland public schools, 
will be limited to 100 persons. 


Sydney J. Mass 


Cancel Oregon Meetings 


The Oregon Press Conference 
and the Oregon Newspaper Pub- 


lishers Association meetings sched- 


uled for Feb. 9-10 at Eugene, have 
been canceled in accordance with 
the general order to cancel con- 
ventions of more than 50 persons 
not directly connected with the 
war effort. 


of these prominent 
Canadians say: 


MACLEAN’S 


Recently an independent research 
organization mace a survey of a 
group of men and tvomen listed 
in the 1943-44 “Who’s Who in 
Canada.””’ These Canadians were 
asked “What do you consider the 
most important magazine in Can- 
ada today?” Maclean’s Magazine 
received far more votes than all 
other magazines compined. 


PERCENTAGE 
OF MENTIONS 


MACLEAN’S ... 64% 
38 Other Magazines 36% 


(Note: Time 4.5%; Reader's Digest 2.5%; Life 
0.8%; Fortune 0.2%—The standings of these maga- 
zines are given in view of their mention in a report 
of a survey by Time Ine.) 


We wish to thank these men and 
women for expressing their high 
opinion of Maclean’s; and to give 
our assurance that we will con- 
tinue our conscientious effort to 
fulfill the trust that has been 
placed in us as Canada’s most 
important magazine. 


MACLEAN S 


481 University Avenue. Toronto 2, 
New York Chicago Montreal London (Eng.) 
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Experts Surveyed 
on Dairy Foods’ 
Values, Trends 


Home Economists, 
Doctors and Dentists 
Also Rate Media 


Cleveland, Jan. 25.—Results of 
a survey among 398 doctors and 
dentists and 310 home economists 
as to their estimate of the nutri- 
tional value of dairy products, 
oleomargarine and other foods; of 
the trend in demand for dairy 
products and oleomargarine, and 
of the best media “for promoting 
nutritional education” for those 
products, were disclosed here to- 
day at the annual meeting of the 
National Dairy Council. 

The report was made by Max 
Ule, research director for Mc- 
Cann-Erickson, Inc., Chicago, 


j}and dentists and 73.5% 


| far 


agency for the council. 

The survey showed, Mr. Ule 
said, that 41.1% of the doctors 
of the 
| horme economists mention a dairy 


| product as the “first food” they 
| think 
|normal daily diet. 


should be included in the 
He said, how- 
that those questioned give 
less preference to butter and 


cheese than to milk. 
Endorse Ice Cream 


The survey showed that doctors 
and dentists recommend on the 
average 3.3 servings of ice cream 
to adults weekly, compared with 
a recommendation by home econo- 
mists of 2.4 servings. Recommen- 
dations for servings to children are 
slightly higher. 

As for the relative nutritional 
value of butter and margarine, 
44.6% of doctors and dentists con- 
sider fortified margarine as good 
as butter, compared with 67.4% 
for home economists. Of doctors 
and dentists, 3.2% say margarine 
is more nutritious; 5.5% of the 
home economists say it is more 
nutritious. 

Mr. Ule said that the doctors, 
dentists and home economists an- 
ticipate a postwar increase in the 


ever, 


demand for margarine, compared | 
with present sales, but believe that | 
a corresponding increased demand 
for butter will be even greater. 
He said the survey indicates that 
people are generally “using a sub- 
stitute for butter, using less or 
doing without” and “the evidence 
indicates that the fundamental de- 
mand for butter still remains.” 


Taste Affects Demand 


The groups questioned show an 
almost unanimous preference for 
butter over margarine for use as 
a table spread, only 4.9% of den- 
tists and doctors and 3.7% of home 
economists preferring margarine. 
Of those preferring butter, 65.7% 
of doctors and dentists and 76.7% 
of home economists say their pref- 
erence is based on taste or flavor. 
Butter is shown as preferable, for 
one reason or another, for baking 
purposes, by 75.8% of ‘doctors and 
dentists and 52.2% of home econo- 
mists. 

The survey also includes a tabu- 
lation of replies to questions as to 
the efficacy of using one or another 
medium for promoting nutritional 
education among adults and among 
children. 


For adults, these replies show 


that 30.7% of the doctors and den- 
tists rate radio advertising highest 
among the media; 20.1% give first 
choice to cooking schools; 11.2% 
prefer educational movies; 10.7% 
put their faith in educational 
booklets and posters. Other first 


|choices are divided among news- 


paper articles, 7.5%; newspaper 
advertising, 6. 4% 7o; Magazine ad- 
vertising, 5.4%; recipe books, 4.5%; 
magazine articles, 3.5%. 

Home economists gave first pref- 
erence to radio advertising, with 
32.7%; educational movies, 23.5%; 
cooking schools, 23.1%; magazine 
articles, 6.5%; magazine advertis- 
ing, 6. 1%; newspaper advertising, 
3.1%; newspaper articles, 2.7%; 
educational booklets and ‘posters, 
1.5%, and recipe books, 0.8%. 

For educating children on nutri- 
tion, about half of the doctors and 
dentists and three-fifths of home 
economists give first choice to edu- 
cational movies. 


Green Joins Doyle 


Ernest S. Green, formerly copy 
chief of O. S. Tyson & Co., New 
York, has joined Doyle, Kitchen & 
McCormick, Inc., New York, in a 
similar capacity. 


BOEING’S NEW STRATOCRUISER — The people of 
Seattle have had the thrill of seeing the prototype of 
this “flying hotel” sail over the city on its test flights! 
It is the first super transport to be made, and is the 
first of a long line of postwar planes and products to 
be built in Seattle by Boeing. Stratocruiser statistics: 
Capacity, 100 passengers; cruising speed, 340 mph; 
operating range, 3500 miles; ceiling, 30,000 feet; 
power, four 3500 horsepower engines; operating cost, 
1 cent per passenger mile. An all-cargo version of the 
Stratocruiser will carry 201% tons of freight at an oper- 
ating cost of 5 cents per ton mile. 


cf spirit of enterprise and high adventure 
prevails in Seattle . . . just as in the 
days of the Alaskan gold rush. Great things 
are ahead! The direction is toward expanding 
industry and trade ... by land, sea and air. 


Seattle has taken its place as capital of the 
thriving North Pacific. Development of the 


Observation Loung: and Diner in the new Boeing Stratocruiser 


Boeing Stratocruiser is just one example of 
many new products that are strengthening 


Seattle industrially. Other illustrations: 


Im- 


provements in wood laminations, plywoods, 
pulp and cellulose materials that will mean 
more and more employment in the great lum- 


ber industry. Big developments 


in Alaska are 


ahead. These are the reasons why all surveys 
to find “the cities most likely to retain their 
wartime growth” rank Seattle near the top! 

BE SURE that your plans for the future 
recognize Seattle as a city of unusual promise. 
The SEATTLE TIMES is the preferred news- 
paper in 7 out of 10 Seattle homes. 


Represented by O'MARA & ORMSBEE, Inc. 


New York « Detroit « Chicago « San Francisco e Los Angeles 


Advertising Age, January —1. 
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GMA Picks Carro 
to Direct Public 
Information Unit 


New York, Jan. 25.—Jean 
Carroll, former director of Op, 
food price division, has ben 
pointed managing director of } 
Public Information Council of + 
Grocery Manufacturers of Amey 
ica. Formerly Mr. Carroll seryae 
with Kroger Grocery & Bakiy 
Company, as research director , 
Meredith Publishing Company, ay, 
with Carroll & Pelz, sales 
sultant. 

His appointment, announced } 
Stuart Peabody, the Borden (Co; 
pany, chairman of the councij 
operating committee, complete 
organization plans for the coungj 
which is sponsored by 60 foo 
manufacturers. The policy com 
mittee is headed by Hanford Mai; 
president of Loose-Wiles Biscyj 
Company. 

Paul S. Willis, GMA presiden 
took the initiative in forming th 
council, which has_ undertake 
public opinion surveys On thi 
industry and which recent] 
launched aé_ descriptive labeliy 
program (AA, Nov. 27). Th 
council has just issued a campaigy 
kit for individual manufacturer 
and a campaign handbook, “A 
out for Descriptive Labeling.” 


Lists Important Data 

“A good descriptive label,” tt 
handbook says, should give no 
only information required by lay 
but: 

“1. An up-to-date, accurate pic 
ture of the product; 

“2. A statement of size, ma 
turity, color, variety, style of pack 
etc.; 

“3. Detail about quantity; 

“4. A brief description of ray 
product, possibly with the metho 
of processing; 


“5. For some products, direc 
tions for use; 

“6, Specific information abou 
the use of this particular quality 
of product; 


“7, Brand name and other iden 
tification well and attractively dis 
played; 

“8. Mention of recipe books ol! 
other available literature, wher 
possible.” 

Verne Burnett, New York, | 
public relations adviser to thé 
council. The informative labelin 
program is being developed wit! 
Flanley & Woodward, New York 


Metzger to Kastor 


Homer P. Metzger, for sever 
years sales and promotion manage! 
of syndicate operations of Zonite 
Corporation, and more recently 
chief of national fat and waste 
paper salvage campaigns for WPB 
in Washington, has joined H. W 
Kastor & Sons, Chicago, as accounj 
executive. 


Seeks Columbus Outlet 


Crosley Corporation, Cincinnati 
has petitioned the FCC for per 
mission to build a commercia 
station in Columbus, completing 
a network of proposed televisio 
stations Crosley plans to build ane 
operate in Cincinnati, Dayton an 
Columbus. 


Plugs Animal Remedy 


The veterinary and animal /ee¢ 
ing division of E. R. Squibd & 
Sons is using an extensive li:t 0 
farm publications to promo e 4 
new product for the contr:! 0 
calf white scours. Wildric« | 
Miller, Inc., New York, is th 
agency. 


SELLING NEW HAVEN 5 
WAR WORKERS 


The Journal-Courier goes into war pons 
by the thousands daily—each copy °*2¢ 
by many, and passed on from shif ‘° 
shift—each copy working 24 hours " 
to bring you coverage of today's °*5" 


spending customers . . . 100,000 rea er 
daily! 
* * THE *« x 


NEW HAVEN, CONN. 
JOURNAL-COURIE! 
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The increased circulation of magazines has been 
largely due to the development and intensification of 
newsstand sales. This has resulted in new methods of 
distribution. Also in a coverage of readership so sensitive 
that it immediately follows population shifts and antici- 
nates new reader demand. 

Today's alert advertiser is particularly interested in 
the adequate use of magazines which reach his best 
markets. A magazine’s top value, therefore, depends very 
largely on its being the first choice of its readers. Because 
newsstand sales are largely voluntary, they represent an 
impressionable market for the sale of merchandise. 

~ That is one of the outstanding features of single copy 
magazine sales. For the purchaser of a magazine at a 
newsstand is a selective buyer. It is this quality of news- 
Stand distribution — its ability to supply the individual 
reader's particular choice — which explains the increasing 
number of newsstand distributed magazines with adver- 


The Kable News Company, nation-wide magazine 

Se distributors, is able to supply this live circulation through 
Ce more than 90,000 retail outlets. Its monthly journal, 
ey KABLE NEWS, tells how this thorough coverage and 
7 ae | live readership is achieved and maintained. Write for 
: your copy today. 


MARBLE NEWS COMPANY 


KABLE SQUARE » MOUNT MORRIS, ILL. 


420 Lexington Avenue 69 West Washington St. 6715 Hollywood Blvd. 
New York, N. Y. Chicago, Ill. Los Angeles, Calif. 
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Budget Bureau's ‘No’ on Full 


Business Census Hasty 
Washington, Jan. 25.—To keep 
the record straight, let it be re- 
corded that the Census and Com- 
merce people appear free of re- 
sponsibility for the decision to 
have only a sample Census of 
Business—if any—in 1946. 
Research shows that these agen- 
cies, aware of the limited value 


/ SOLD! SOLID! « SOLD! SOUND! 


Ross Srevens 


Special Editions, sections, pages are sold 


By STANLEY E. COHEN, Washington Editor 


of sample data, fought resource- 
fully for a full study, until the 
Bureau of the Budget issued a de- 
termined “No,” the argument be- 
ing that manpower and “psycho- 
logical” factors were unbeatable. 

One valuable bit of advice is un- 
covered. Trying to be helpful, offi- 
cials observe that the Census of 
Business never has enjoyed the 
advantage of the Census of Manu- 
factures, which must be taken 
every two years by act of Con- 
gress. 

That technical assistance is in- 
teresting, but to marketing men 
who must build sales organizations 
this year or next year, it can’t 
mean much. Since the manpower 
picture can change a good deal by 
1946 when the Census would be 
taken, and Congressional temper 
can change during the next six 


months, it would seem that Bud- 
get’s decision need not have been 
so definite. 


* * 
Exceptions: WPB was pleased 
when Westinghouse’ voluntarily 


discontinued electric iron produc- 
tion at Mansfield, O., and assigned 
its manpower to war work, after 
making only half its authorized 
quota of civilian irons. Elsewhere, 
OPA is still trying to pep up the 
electric iron program, agreeing 
this week to small price increases 
for firms making irons selling for 
less than $5, if they can demon- 
strate that March, 1942, prices 
cause a hardship. Warning: In a 
refreshingly frank speech before 
the FCC Bar Association, Paul 
Porter, the Commission’s new 
chairman, warns that the recent 
“tough” freeze on _ construction 
will stick until the war situation 
improves. In no uncertain terms 
he tells hopeful would-be broad- 
casters to withhold new standard 
applications until further notice, 
unless they are prepared for an 
immediate hearing. FM and tele- 
vision applications go into a 
“pending file.’ When equipment 
becomes available, facilities will 
be granted “to those best qualified 


TO SEE THE HOUSTON OF TOMORROW 


Just as it has a vital part in the fighting 
and winning of the war, petroleum will 
play a tremendous part in the making 


of a greater America after the war. Oil 


is important to Houston.. 


is important to the petroleum industry. 


Aptly called “Oil Capital of the 
World”, Houston is surrounded by ex- 
tensive oil fields, huge refineries and 
great new synthetic rubber plants. 
Major concentration point for 40 per- 
cent of the nation’s petroleum, leading 
producer of oil field tools and equip- 
ment, and the nation’s third largest port 
... Houston is headquarters for many 


independent and major oil company op- 


erations and a command 


gigantic world-wide petroleum industry. 


The Houston Market is sold Hi 
when your story is told 
- «in The Chronicle 


.and Houston 


.. - LOOK AT HOUSTON 
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The producing and refining divi- 
sions of the oil industry, which have 
been expanding and rebuilding to meet 
the wartime demand for aviation gaso- 
line, explosives and synthetic rubber. 
will continue to expand and build to 
meet the peacetime demand for im- 
proved gasolines and lubricants and the 
many revolutionary new products of 
petro-chemistry for which the postwar 
world has a definite need. Houston is 
assured of continued tremendous petro- 


leum industry activity for years to come. 


The petroleum industry, however. 
is only one of the many important in- 
dustries which have made Houston the 
South’s largest market and contribute 


to her continued rapid growth. 
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R. W. McCARTHY 
National Advertising Manager National Representatives 
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Vist in this 
market in both ad- 
vertising and circu- 


lation for over 32 
consecutive years. 


THE BRANHAM COMPANY 


—not. to those under the wire 
earliest.” 
* * * 

Observation: To those who pooh- 
pooh long-range civilian produc- 
tion planning by WPB and OPA, 
Price Administrator Chester 
Bowles points out that the end of 
the war will not in itself solve 
any existing shortage problem. 
“We are dealing with supply and 
demand situations,’ Mr. Bowles 
says. “Until the production of 
necessities actually catches up 
with demand, we will have to do 
our part, regardless of whether 
the last gun has been fired in 
Europe.” Hope: A Commerce De- 
partment official, surrounded by 
newspaper men seeking the “low- 
down” on what the Wallace ap- 
pointment would mean to the 
agency, commented hopefully, 
“Well it will be nice at least to 
have a secretary who is interested 
in our work, and willing to. fight 
for us when other agencies try to 
take away our functions.” What- 
ever his merits otherwise, Jesse 
Jones was usually so busy with 
the influential RFC and other 
money agencies that Commerce 
became a stepchild. Any appoint- 
ment other than Wallace would 
have been welcomed. Did You 
Know: That the Bureau of Human 
Nutrition and Home Economics of 
the Department of Agriculture de- 
signed 14 “functionally adequate” 
dresses and aprons during 1944 
which were released to the public 
through government and_ trade 


channels? 
* * * 


Revision: The Comptroller Gen- 
eral continues to watch expendi- 
tures of war plants for technical 
services, welfare funds and other 
purposes. A recent order requires 
that officers auditing cost-plus- 
fixed-fee contracts insist on full 
justifications from the contractor 
for trade and technical paper ad- 
vertising. Information: Commerce 
has just issued a series of reports 
on current buying policies of re- 
tailers in all parts of the country. 
Prepared during the hectic days 
last fall when V-E Day seemed 
near, they reflect a tendency to 
unload “ersatz” goods, even at the 
risk of depleted inventory. Con- 
trol: Brown & Bigelow, St. Paul 
commercial printer and greeting 
card manufacturer, must pay back 
2,055,000 pounds of paper used be- 
yond quota. The firm does a large 
volume of advertising printing, in- 
cluding calendars, desk pads, blot- 
ters and memo pads. Notices: 
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ATLANTIC GULF end WEST INDIES STEAMSHIP Lines 
Feet ot Wal forest Mow York 5. 6. ¥ 


TOURIST TEASERS—Atlantic Gulj 
West Indies Steamship Lines, Neo 
York, used this 640-line newspaper 4 
to open a schedule which will ; 
through the winter and spring month 
Newspaper copy will be extended + 
consumer and business publication 
Wendell P. Colton Co., New York, 

the agency. 


WPB has asked utilities to remi 
customers of “brownout”’ restric 
tions on outdoor and decoratiy 
lighting by mail or newspaper ai 
vertisement. First violation is 
be pointed out informally; othe 
by discontinued service. 
* * & 


Advantage: It isn’t every insu 
ance company that can have of 
ficial spokesmen steering busine 
its way, and probably it is ju 
coincident, but 48 hours after th 
Commander of the Atlantic fie 
had warned that the buzz-bom 
menace on the East Coast is rea 
the RFC’s War Damage Insuranc 
Corporation announced that it | 
still writing policies. So far th 
agency shows such a profit that 
March 31, 1944, all policies wer 
extended for 12 months withou 
payment of a premium. Difficulty 
Merck & Co., denies that it retain 
control of the advertising practice 
of firms licensed to use its Amun 
moth killer. 

Replying to a Federal Trad 
Commission complaint. Merck say 
it merely required that the license¢ 
affix a label, stamp or legend (f 
articles treated with Amuno an 
specifying the guarantee whic! 
goes with the process, 


Is your 


Sales staff short-handed? 


| Then let us handle your problem of getting 
distribution in two of the best “PROFIT 
MARKET” states in the mid-west —Mich- 


igan and Indiana. 


item (name furnished 


We have just completed a real job of se- 
curing distribution in local outlets and lining 
up jobbers for a grocery and drug-store 


upon request.) 


If you would like us to tell you how it is 


done phone or write 


| SCHEERER & CO. 


35 E. Wacker Drive 
Chicago 1 
Phone STAte 7942 


Member of the American Association of Newspaper Representatives 


ARE AA A ES RI NI 


441 Lexington Avenue 
New York 17 
Phone MUrray Hill 2-242° 
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HAVEN OF PEACE 
Joseph R. Eberle, Age 17 
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SNOW VALLEY 
Frank R. Caruso, Age 16. 


Trad 
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MIST OVER THE MARSHES 
Nick Voglein, Age 17. 


TAFFY APPLE SEASON 
Mozelle Thompson, Age 17. 


~<-— CARNIVAL NIGHT Joyce Olson, Age 17. 


STREET SCENE 
Judy Brody, Age 76. 


GIRL WITH FAN 
Bily Snel, Age 17. 


Collector's Item 
of Tomorrow... 


Last summer, the Ingersoll Art Award Contest 


for high school students was held under the auspices 


of the Women’s National Institute. The best entries 


Se 
SHIPROCK 
Edward Carl, Age 20. 


were selected by a jury of prominent artists, awarded 
more than two hundred cash prizes, exhibited all 
over the country. Now the Contest sponsor, The 
United States Time Corporation, has published in 
a 1945 calendar the twelve pictures which took 
Grand Awards... the work of seventeen year olds ~ 
that for technical proficiency and sophistication 
outshines many a standard collection, and forecasts 


coming figures in native art. 


£-F was proud to produce this distinguished 


STILL LIFE 
Margaret Matusiewicz, Age 18. 


calendar, held out (with permission) a few copies 
for connoisseurs . . . The calendar, incidentally, is 
not only fine art, but also is a typical instance ot 
Einson-Freeman fine reproduction by the highest 
peacetime standards . . . If you would like one, 


write right away. 


Cinson-sreeman Co., Ine. 
Youthful Lithographers 
Starr & Borden Aves., Long Island City, N.Y. 


i a : Ae = 
ARE THE REWARDS OF LIFE ALWAYS FAIR? 
Ronald Fritz, Age 17. 


SUNDAY AFTERNOON Arno E. Sternglass, Age 17, 


WINTER MORNING Daniel Calabrese, Age 17. —»> 
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YANK Artist Sgt. Ben Bryan's 
conception of the machine built 
by Correspondent Smith from 
junk salvaged from the Japs on 
Saipan and with which the Tribune 
reporter turned out wristwatch 


bands for G. I.s. 


.. you'll find him on tht 


G. |. view of a war correspondent in action— 
Harold P. (The Fabulous) Smith of the Chicago Tribune and 
veteran of 10 combat landings in the Pacific, as seen by YANK 


By T/5 DUDLEY WINTERGREEN 
YANK Staff Correspondent 


zr. you have a moment next D-day, take a look around 
the island and you'll find the place crumbed up with 
Smiths, and the greatest of these—with a snappy salute of 
apology to generals of the same name—is Smitty (Harold 
P. Smith of the Chicago Tribune)... . In the last war he 
was a sailor and now, in this one, he’s seeing more action 
as a civilian correspondent than do most men in uniform. 
... Smitty’s dad, who’s in his seventies, saw that his chil- 
dren were, at the time the current war began, ‘‘damned 
well old enough to take care of themselves,’’ so he 
joined the merchant marine and now is somewhere in the 
Atlantic. ; 

Most correspondents have considerable difficulty oper- 
ating any machinery more complicated than a pair of 
scissors, but Smitty’s mechanical aptitude now is Pacific 
legend. .. . In addition to acting as unofficial repairman for 
the press corps—keeping their typewriters and cigaret 
lighters in working order—he occasionally takes on larger 
projects. ... While flying back from Alaska he noticed that 
the crew seemed unduly agitated, and a worried flyer con- 
fided that the de-icing equipment was out of order, the 
plane was icing up, there were no emergency fields in the 
sharp-ridged mountains below and, thru a series of events 
which couldn’t happen again in a million flights, there were 


no tools aboard the plane. . . . With a mild, ““Why didn’t 


you say so?”’ Smitty pulled out a pair of pliers, asked 
location of the de-icer, and fixed it. 

On Makin he found himself in a shellhole with a sol 
whose M-1 was out of action because of a missing pin. 
“At least,”’ the G. I. said shakily as he used a matchs 
as a poor substitute for the metal pin, “‘I’ll be able to 
one round.”’ 

Smitty, as usual, was unarmed, conforming with 
rules of the Geneva Conference or some similar in 
national gathering which decreed that correspondé 
shouldn’t be permitted to carry weapons, and he deci 
that it was a hell of a time to be caught with a sol 
carrying a one-shot M-1... . Bullets were whizzing o 
head and the enemy was making a noise like Japs whop 
to attack. ... “‘Let’s see the gun, son.’’ He took the 
and finding himself without tools, shouted for a pai 
pliers. ... They came flying thru the air from a nearby h 
... Smitty took them, and with a key from a K-ration 
. . . Many ho 
later Smitty checked up and found that the soldier } 


fired many rounds and the K-ration pin remained soli 


fashioned a strong and serviceable pin. 


in place. 
The Fabulous Smith spends most of his time at 
front, his casual movements under enemy fire an ainaz 


thing to see. . 


. . He’s been wounded only once—nicked 
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iskedfthe arm by a fragment from the same mortar shell which i 
illed YANK Photographer Johnny Bushemi at Eniwetok 


a solf—but those who have seen him in action wonder why it 


-pin.fhasn’t happened more often. . . . His usual reaction to a 


atchsfiJap sniper’s bullet is to stare indignantly in the direction 


le tofrom which it came and to swear, beautifully and com- 


petently, at the impertinent Nip. 


with # During the Saipan campaign Smitty picked up a 


ar infmumber of Jap tools, a vise, a sewing machine frame and 


oond@parts of a drill, all so badly damaged that they didn’t 


- decif&et a second glance from salvage units. . 


a sol@ogether into one of the weirdest contraptions ever seen 


ng oWn the Pacific, a veritable Rube Gold- 
who pmergian machine. 
the | Sitting at the helm of this incredible 
| palffadget Smitty turned out scores of wrist- 
rby h@watch bands made of aluminum from a 
ition Gwrecked Jap plane and, in his spare time, 
iy hoffmade improvements in the Charan Kanoa 
dier Mouse used as a press club. .. . He found 
1 solif#wo large clocks and put them together 
long with chimes from a third, and pro- 
> at Fluced a timepiece which struck every 


armaz@our on the hour, despite the vibration 


icked™from nearby batteries. 
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the enemy. 
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rs born, American-trained reporters, Tribune readers are 
<= 5 getting distinctive, thorogoing, personalized reporting 
de 
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= foregoing, reprinted by permission from the 

Pacific edition and Pacific air edition of YANK, the 
Army weekly, gives a picture of one of the 23 Chicago 
Tribune correspondents now covering the action on 
every mcjor front on which Americans are engaging 


From the eye-witness accounts of these American- 


Harold P. Smith 


Chicago Tribune War 
Correspondent 


Rank means nothing to Smitty; he treats them all alike, 


. . He put it all from a four-star to Pvt. Joe Blow, and he likes every one, 


** Anybody here from Chicago?’’—The Fabulous 
Smith on the job, getting the names of midwest 
fighters, as seen by YANK Artist Sgt. Ben Bryan. 


particularly people from Chicago. . . . He’s covered the 


war in the North, South and Central 
Pacific—and, despite his threats after 
each operation that he’s going back to 
Chicago for a couple of months, you’ll 
find him on the beach each D-day. 

And if, by the time the action quiets 
down a bit, you haven’t heard the cry, 
“Anybody here from Chicago?’’, just 
look around for the best makeshift living 
quarters on the beachhead.... With two 
hours and a pair of pliers, Smitty will 
have electric lights and running water 


in a foxhole. 


of the war, telling the facts and naming the names of 
midwest husbands, fathers, sons, brothers and daugh- 
ters now engaged in combat on foreign soil. 

Readers make plain the extra value they place on 
the Tribune's intensive war reporting. It is one of the 


reasons why the Tribune has hundreds of thousands 


more total daily circulation than other Chicago news- 
papers and why today, more than ever before, the 
Tribune is the voice of the great middle west. 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 


PECEMBER AVERAGE NET PAID TOTAL CIRCULATION: DAILY, OVER 920,000—SUNDAY, OVER 1,300,000 
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Not a Chance 


Vincent Edwards & Co., Chi- 


[Editor’s Note: 
figure trouble, too. Commenting 
on an AA story reporting that $1 
billion will be spent for postwar 
department store modernization, of 
which 6.2% will go for air condi- 
tioning, the Cub found it discour-| over fives .. .” 
aging that “a mere 6.2% will air 
condition.” The 6.2% is the amount| the third hole. . . 
of modernization money which 
will go into air conditioning, and | “customer 


JOHN F. KIRWAN, 


golf,” 


te ay et 
pe Ee eee Rie” 
& oe Satan ten . SS 

This department is a reader’s forum. Letters are welcome. 


|has no relation to the percentage|should tell 
: of stores which will install or ex- 

To the Editor: I hope Copy Cub/pand air conditioning systems. ] 
will not consider me picayune for 
calling to his attention 6.2% of a 
billion dollars. 

I greatly enjoy ADVERTISING AGE, 
both for its light reading material,|of the 
and as a fountain of knowledge 
information 
latest important developments in 
the advertising world. 


_ a ee i 
Customer Golf 


To the Editor: 
Advertiser” 
usually contains some examples of 
regarding the|‘“boners” in advertising copy and 
it now becomes my painful duty 
to point out what appears to be/series of 
one of these things in my favorite 
advertising magazine. 

I refer to the ad for the Des|of the 
Copy Cub has| Moines Register and Tribune on| Manufacturers. 
Page 26, your issue of Jan. 22. The 
account executive in the ad is ask- 


on the last nine because “. . . 
you’re one under fours, I’m two 


The caddy is holding the flag for 


the account executive is playing 


made at the tenth hole. 


Rochester Shopping 


Rochester, N. Y. 


“Your Voice 


newspaper 


National 


but someone|out first. 


department sass ert 
Criticizes NIIC Copy 


To the Editor: Each of us has a 
stake in the success of the current 
advertise- 
ments sponsored by the National 
Industrial Information Committee 
Association of 


the copywriter that 
adjustments in golf games are only 


Ep RANDALL, 
News, 


I have studied the Jan. 17 ad- 
vertisement in this series, entitled 
ing for two strokes instead of four | “Sez Who?”, and I can’t help but 
wonder if anyone else shares my 
doubt as to its effectiveness. 

While I liked the heading and 
first third of the copy, I felt that 
Now, I imagine|the balance of the ad ran out on 
the reader, if the reader didn’t run 
Frankly, I question if 


Robert A. Block, General Manager of 
The Stanley Department Store, one of 
Troy’s large department stores, says: 
“1944 definitely proved the ever increas- 
ing potentialities of the Troy Market. 
The bulk of our business comes from the 
123,000 consumers in The Troy City 
Zone ... the more than one million lines 
of advertising space we have purchased 
in the past five and one-half years has 
proven to us that this big market is best 


is 


sold through The Record Newspapers.” 

Yes... Troy, N. Y., is a BIG market 
and you can tell your sales story to 
“everybody” through The Record News- 
papers, Troy’s only dailies. They give 
you complete coverage at ONE low cost 
of only 12c¢ per line. 


Circulation: 40,628 (A.B.C. Pub- 
lisher’s Statement for 6 Months 
Ending Sept. 30, 1944.) 


ORD = 


- THE TIME 


; og Ope Ste A | 


THE TROY REC 


4 


the average man on the street 
would ever finish reading the ad. 

FRED G. JONES, 
President, Chicago Industrial 
Advertisers Association, Chi- 
cago. 


‘Poor Morale Builders’ 


To the Editor: Before entering 
the armed forces, I was a student 
of marketing at New York Uni- 
versity endeavoring to make a 
future in the advertising field. 
Although my studies are mo- 
mentarily interrupted by this pres- 
ent war, I still maintain my inter- 
est in advertising through your 
servicemen’s editions of ADVERTIS- 
ING AGE, and through the adver- 
tisements in the few out-dated 
newspapers and magazines which 
we are fortunate enough to receive 
here in the battle areas of Italy. 
I could not help but notice some 
of the ways in which certain 
agencies are using the war for 
copy. I refer to an ad of Aug. 20, 
1944, in the New York Daily News. 
On Page 29 an advertisement 
sponsored by Sach’s Quality Fur- 
niture in part reads, “He May 
Never Come Back—But Your War 
Bond Money Will.” 

Another ad in Life of Nov. 20, 
1944, features a picture of the con- 
tents of a strong-box spilled out 
on a table—a rose, a lock of hair, 
a package of letters, a Service 
Medal, and a Purple Heart. The 
copy, in part, reads, “And with 
these the most meaningful treas- 
ure of all—a life insurance policy. 
For when death parted the two 
who put it there it was the Pru- 
dential policy which brought the 
truest comfort in that trying hour.” 
It is my opinion that these ad- 
vertisements are poor morale 
builders—both for the fighting 
front and the home front. 

Let’s have more copy picturing 
the day of Victory and not assume 
that death will separate Johnny 
from his loved ones, for, by the 
grace of God, Johnny will come 
marching home again.. 

Prec. WILLIAM LEIER, 
c/o Postmaster, New York. 
* 3. 


Asks Poster Copies 


To the Editor: We note with 
interest your reproduction of Brit- 
ish savings posters in the Jan. 8 
issue and would like to have glossy 
prints or other photographs of 
such posters, if possible. 

JAMES C. YOUNG, 

Public Relations Counsel, Na- 

tional Association of Mutual 

Savings Banks, N. Y. 

= © F 


Likes ‘Looking Ahead’ 


To the Editor: Just a few lines 
to tell you that I like your Service- 
men’s Edition of ADVERTISING AGE 
very much. By keeping me posted 
on the trends and various changes 
in advertising, I feel that I will 
be better prepared to understand 
the field when I get out of the 
Navy. 

I had formerly worked for Leon 
Livingston Advertising Agency in 
San Francisco, and through Mr. 
Livingston’s kindness I receive 
your fine publication every month. 
I also enjoy that part of your 
sheet called “Looking Ahead,” as 
that gives me some sort of clear- 
ness in thinking in terms of plan- 


ddvertising Age, Janudry Tos 


ning for the time I am out of the 
service. 

Thanks again, sir, for putting 
out an edition so that we fellas 
away from the States can get ap 
idea as to the trends in advertis. 
ing. 

CHARLES W. BLOckK, 
Signalman 2/C, Fleet Post 
Office, San Francisco. 
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‘Post's’ Adman Father 


To the Editor: The story behing 
the cover of the Jan. 27 Saturday 
Evening Post will certainly be of 
interest to advertising men. Here 
it is as given on the Table of Copn- 
tents page of this issue of the Post. 

“Howard Scott, whose  genia} 


characters beckon or beam at yoy 


Tat COMMER Lino 
DAME FOC oe 
one 
BRP POHL Lew — 
ie 


with compelling eyes from bill- 
boards throughout the nation, was 
lunching one day in New York 
with Sidney Fields, copywriter for 
the McCann-Erickson advertising 
agency and also a_ short story 
writer of note, when the idea for 
this week’s Post cover struck the 
artist, as it were, all of a heap. 
Mr. Scott’s soup grew lukewarm 
while he studied Mr. Fields’ 
countenance and decided that it 
was the perfect type to represent 
that of a helpless father awakened 
at the witching hour to cope with 
his newest born. Mr. Fields agreed 
to sit for this portrait, and did. The 
baby was supplied, not as you 
might suppose by the stork, but 
by a model agency. How model 
agencies manage to have babies 
on demand is a thing we wouldn't 
know, and we hope you won’t ask 
us.” 


Ep SHAUD, 
Sales Publicity Department, 
Curtis Publishing Company, 
Philadelphia. 
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Celebrate Christmas 
Eve Party at Sea 


To the Editor: Having been at 
sea over the holidays, this is the 
first chance I have had to express 
my thanks for the Marshall Field 
Christmas package which I re- 
ceived back in New York and 
brought with me on this trip. | 
didn’t open the package until 
Christmas Eve when I staged a 
party for my crew, and the food 
certainly came in handy upon that 
occasion. Perhaps you would like 
to hear a bit about that affair 

All hands except the watch con- 
gregated on benches in gunners 
quarters beneath the aft gun deck. 
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mavertising Age, 
he lights were extinguished ex- 
spt for two red emergency lights. 
, six-inch Christmas tree which 
¢ obtained before sailing was 
od on a table—and that took 
me doing, for the seas were 
avy and the ship was rolling. I 
id a Christmas service booklet 


rect 


repared by the Navy Chief of 
naplains, and with all hands 
athered about we sang some of 

f ne carols printed in the booklet. 
then I read an excerpt from the 
“ind fpinle about Christmas, we all said a 
rday prayer, and finished off with more 
© Offongs. Then the lights went on and 
‘lere passed out a shoe box of Christ- 
— mas gifts to each man, the pack- 
* St. ces having been procured from the 
<a palt more Red Cross. There were 
‘ Youm™, dozen or more small items of 


- to a sailor in each package. 
While the men were exclaiming 
bver each newly-unwrapped treas- 
yre, I broke out a Coca-Cola for 


-- © each man. Then I opened up the 
« | MAA package and passed around 
; 9 Bje various edibles. About that 
© Biime the watch changed and the 


F| 


men who had missed the earlier 
part joined the party. The con- 
tents of the AA package disap- 
peared almost entirely in rather 
short order. All in all, the affair 
was quite a success, judging by 
the letters the boys wrote home. 
Your kindness in remembering me 
was appreciated not only by me 
out by my whole gang. 

This new ship of mine is a far 
cry from the rustpot I had before. 
It was brand new and still in the 
shipyard which built it when I 
was assigned a month ago. As the 
name indicates, it is a Victory ship 
—the type which is replacing the 
Liberty ship. It is bigger, faster, 
and altogether nicer than a Lib- 
tty. I was very fortunate to draw 
nis assignment. During the time 
I was on the beach in between 
ships I was fortunate enough to 
be chosen to write the history of 
the Armed Guard Center, Brook- 
lyn, my home base, thus keeping 
my professional hand in as well 
as making valuable contacts on 
the station which doubtless led to 
my being picked for this billet. 
It will be all right with me if I 
slay on this ship for the duration. 
That is hardly likely, however. 
Most Armed Guard commanders 
get change-of-duty orders after 18 
months of service and I have 15 
behind me now. 

The December Pony AA reached 
7 me over here despite my new ad- 
nt, (goress, but I would appreciate it if 
ny, @you could have the address 
; changed. 

Lieut. A. P. MILLS, 

c/o Fleet Post Office, New 

York. 

[Editor’s Note: Lieut. Mills is a 
former Washington editor of Ap- 
VERTISING AGE. ] 


Tire Company Ads Hit 
by Dealer Spokesman 


To the Editor: In reviewing 
unti] JA2VERTISING AGE, Jan. 1 issue, I am 


nodel 
abies 
ildn't 
t ask 


ed af’ery much interested in the lead 
food tory, “Government Agencies 
that @™Ctack Down on Product Copy— 
like pay Tire, Airline Ads Create De- 
a mands That Can’t Be Met.” 
con-(™@. lhat part of the story hits tire 
ners’ @2ealers’ ads. It goes back to the 
deck, Mame old story; when some of the 
___. Practices of certain tire manufac- 
lurers are found unethical, or mis- 
“| @leading advertising, the blame is 


put on the tire dealer. That is 
what took place in 1939 when cer- 
‘ain major companies instituted 
Ne infamous 50 Off sale. You 
May remember, when a majority 
of Better Business Bureaus cracked 
down on that type of advertising 
because it was misleading. A short 
ume later the Federal Trade Com- 


_ 


T MUTULATE 
YOUR MAGAZINES 


When business papers and general 


Wozines come into your orgoniza- 
Pn con't cut them up. Route them to 
‘ departments and then use our 

to handle your clipping work. 
Soklet No. 20, “How Business Uses 


Clippings” tells how we do it. 


ZON’S CLIPPING BUREAU 
ESS ye FARM. oye GENERAL 


LA SALLE ST., CHICAGO 1, ILL. 


anuary 29, 1945 


mission issued a cease and desist 
order. 

I have noted recent advertise- 
ments concerning tire stocks, and 
these dealers, who would advertise 
a variety of brands on hand, 
would be very very few in num- 
ber, and these ads, if they did ap- 
pear, would only appear in a very 
few limited markets. 

On the other hand, I have ob- 
served very carefully, some adver- 


which are not in- 
dealers, and if I 
can read their ads correctly, the 
impression is, ample stocks on 
hand. This is national copy or 
authorized from headquarters and 
not independent dealers. 

Some day, these certain major 
rubber companies will stand on 
their own two feet and accept the 
blame for which they are respon- 
sible. It is wrong to charge the 


tors and chains 
dependent tire 


fact that dealers have been in a 
very tight position for many 
months trying to fill their orders 
for B and C certificate holders, so 
why would they advertise? 
GEORGE J. BURGER, 

National Independent, New 

York. 


Brines to WGN > 


Paul C. Brines, former public 
relations director of the George S. 


29 


magazine from 1936 through 1940, 
has been appointed assistant to 
Frank P. Schreiber, manager of 
Station WGN. Chicago. He will 
handle publicity and promotion for 
WGN in addition to other duties. 


Buys Straus & Schram 
Spiegel, Inc., Chicago mail order 

house, has purchased tae home 

furnishings organization of Straus 


tisements of manufacturers’ retail|dealers with 


stores and certain mass distribu- 


that cannot be met, in view of the 


creating demands|May Company, 


and previously 
midwestern editor of Broadcasting 


& Schram, including four stores 
in Chicago and one in Joliet, Il. 


% Golden heads of wheat waving over mil- 
lions of acres of rich land... plump grains 
of rice ripening in the Southwestern sun... 
rolling fields of rye...that’s the Sunbelt 
Market of America! Millions of dollars for 
the farmers—millions of bushels of grain to 
provide food for the tables of America—all 
from a land flooded with sunshine, rich in 
soil, long in growing season. From this Sun- 
belt comes 13 percent of the nation’s wheat, 
88 per cent of the entire rice production of 
the United States. Yes, $160,547,000 worth of 


blessed with ideal climatic and soil conditions. 


food grains from the Sunbelt Market of 
America—more money than is produced 
from the entire food grain crops of Illinois, 
New York, New Jersey, Pennsylvania, Ohio, 
Iowa, Nebraska, Michigan and Minnesota. 
And it’s only ove of the many abundant crops 
of foodstuffs that are making the Sunbelt 
Market the richest agricultural market in 
America! 


WHEN IT’S WHEAT HARVESTING TIME IN THE SUNBELT 


Farm and Ranch talks harvesting. When it’s rice planting time, only Farm and Ranch is ready with 
the information that's needed. That is why Farm and Ranch is invaluable to Southwestern farmers— 
because it’s edited to fit their needs-—edited to fit the amazing diversity of the Sunbelt’s crops—edited 
to fit the exact planting and harvesting seasons of the Sunbelt. No other paper is designed and pub- 
lished to reach both the farm and the ranch market—no other paper gives as complete coverage of the 
Southwestern market. That is why your advertisement in Farm and Ranch goes to the largest percent 
of Southwestern farmers and ranchers—farmers and ranchers who are reaping the benefits of a land 


THE VITAL 6th 


of the American Farm Market 


~ Carved from the heart of the na- 

tion the Southwestern Sunbelt rep- 

resents a vital one-sixth of the 

American farm market. Texas, 
New Mexico, Arkansas, Louisiana, Okla- 
homa—big states with big farms twice 
the national average combine to give 
this region a diversification of farm 
products unparalleled in any other 
section. 


Per Cent in 

Relation to 

Total U. S. 
Number of farms . 16.35 
Land area . 22.3 
Farm Population 17.26 
Land in crops . « 
Value of farm land ond buildings « V2.56 
Cash farm income . 21.4 


Based on a Comparable Number of 
Farms in Any Single Area of America, 
the Sunbelt Market Ranks First, Second 
or Third in the Production of: 


Food Grains Cotton Wheat 

Cattle Vegetables— Citrus Fruit 
Sheep Total Grain Sorghums 
Mohair Vegetables— Feed Grains 
Rice Truck Crops Peanuts 


+ hel 


205 GLOBE DEMOCRAT 


52 VANDERBILT AVENUE 


RELY, LTD., RUSS BUILD 


JEW YORK 75 EAST WACKER DRive HICA 
BUILDING, ST. LOUIS West ast Repre y MPSON 
NG. SAN FRANCISCO GARFIELD. BUILDING ANGELES 


+ DALLAS, TEXAS . 
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John Vaaler Appointed 


John C. Vaaler, formerly adver- 
tising manager, Askania Regulator 
Company, Chicago, has been ap- 
pointed advertising and sales pro- 
motion manager of N.R.K. Mfg. & 
Engineering Company, Chicago, 
maker of hydraulic specialties and 
brewery equipment. 


McCann to Colombia 


McCann - Erickson, Inc., New 
York, has established a Bogota, 
Colombia, office under the direc- 
tion of Reinaldo D. Verson, who 
joined the agency’s foreign depart- 
ment in October, 1944. The Puerto 
Rico Cement Corporation, San 
Juan, has appointed McCann’s San 
Juan office to handle advertising. 


Ver Meulen Advanced 


James M. Ver Meulen, in charge 
of war products manufacturing of 
American Seating Company, Grand 
Rapids, Mich., and formerly man- 
ager of the Eastern division at 
New York, has been appointed 
general sales manager. 


Uses Product Copy 


Universal Microphone Company, 
Inglewood, Cal., which is complet- 
ing a 15-month campaign in 24 
radio trade publications on the 
history of communication, will de- 
vote an expanded series in 1945 
to promotion of its own products 
for the civilian market. Ralph L. 
Power, radio counsel, Los Angeles, 
is handling the account. 


A Nationwide Sur- 
vey of Radio and 
Electronic Techni- 
cians’ Reading 
Habits sent free on 
request. 
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Jewelry Sales May 
Pass War Peak 


in Postwar Era 


War Setback Causes 
Temporary Halt in 
Record Production 


New York, Jan. 25.—Jewelry 
sales, more than doubled in volume 
during the war, a short while ago 
looked as if they would zoom this 
year beyond the 1943 high of 
$1,247,628,000—until the Germans’ 
counter - offensive threw civilian 
production for a loss. Neverthe- 
less, the industry this week envis- 
aged a volume well beyond the ’43 
figure in the postwar period, when 
unrestricted materials, new ma- 
chinery and war-born techniques 
will combine to fashion jewelry 
for a vast pent-up demand of 
civilians. 


The jewelry trade’s wartime 
record is the more noteworthy in 
view of the complete ban or seri- 
ous curtailment of production in- 
volving high-price platinum, and 
medium-price brass-based items, 
silver-plated flatware, clocks, 
watches, radios, cigaret lighters, 
fountain pens and mechanical pen- 
cils, karat-gold and sterling silver. 


Income Surges Sales 


A major factor in the upsurge 
of sales, of course, is the bulging 
public purse and the inability to 
flatten it in auto showrooms, ap- 
pliance stores, etc. The sale of 
fine jewelry, one authority points 
out, is due to the fact that pre- 
cious stones and gold are more 
plentiful than copper and brass. 
Yet costume jewelry sales have 
not suffered, with ingenious crea- 
tions on sale made ot aimost every 
known material—including maca- 
roni. Recently the government 
cracked down harder on the use of 
tin for costume jewelry, while 
copper, lead and other non-fer- 
rous metals have been squeezed 
for some time. Nor is the demand 
for servicemen’s jewelry, espe- 
cially watches, to be overlooked. 

Retail sales for 1943 tower over 


A simple way to sell 


to the metal working industries 


I Through all the metal working industries, the man 


who specifies engineering materials and production 
methods functions as-an engineer. 


others. 


He is your key-man. Sell 4/m—and he will sell the 


But to sell him, you must first reach him—and the sure 
way to do that is through the publication which speaks 
his language and helps him decide his firm’s needs. 


This publication is METALS and ALLOYS (net paid 
circulation over 15,000 a month) which concentrates 
on engineering materials and production methods 
as does no other industrial publication. 


5 And 85 per cent of its readers function as engineers. 
75 per cent of them receive METALS and ALLOYS 
in their own homes—where they can read it, unin- 
terruptedly, in their most receptive moods. 


So... METALS and ALLOYS is your “in” (at the time- 
liest time) to the man who really matters! 


OCCUPATIONAL SUBSCRIPTION ANALYSIS 


(*Function as engineers. Total, 85% of circulation.) 


*Engineering Personmel _.... 27% 
*Production or Manufacturing Personnel... 22% 
*Metallurgical Personnel _... 16% 
*Company Subscriptions _.._ _ _-_ 7% 
ee ae 
Purchasing and Mscl. Company Personnel. 1% 
*Government (Non-Manufacturing) _..___ 7% 
Jobbers, Dealers, Trade Associations._... 4% 
ele 1% 
*Professors (31% are Industrial 
ee ee Ss 1% 
ee | SS PS | 2% 
CNG 2. dd eet innae ee 
Awaiting Classification _...--- 5% 
eS a ee oe 100% 


METALS 
ALLOYS 


The Engineering Magazine of the 
Metal Working Industries 


0 @ 


i a ee ee 
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Advertising Age, January 2 


both the 1941 figure of $54 


000 and the previous high ee 
of $536,000,000, and sales < ass 
first half of 1944 appro : 


those for the same period j 
despite a boost in the exci 
previously 10%, to 20% in Apri 

Continued importations of Swi, 
watches, substantial invento 
hand at the outbreak of tho y, 
and resourcefulness in meeti:g 
lines with substitutes, helpe 
the sales volume of both rea)! 
and wholesalers. Despite t! 
ume of sales, however, the 
try repcits a trend toward 


chandising by brand name =z 
items as pearls, rings, cigare’ oo 
and lighters and jewelry pieces a4 
According to a survey reve bere 
at a recent New York meetin 
where 400 jewelers were thd \- 
guests of Benrus Watch Company ; 
jewelers will continue to place tha | 
bulk of their local advertising ig} pEaTURE 
newspapers. They expressed @f magazine 
preference for radio as a national sk Opti 
advertising medium and voted fiv@ll carry a « 
to one in favor of frequent tim@l trating ¢ 
announcements rather than net jenses ar 
work shows for watch advertising ous well 
The majority approved the use o projector 
jingles in radio spots. Oppositioy Ro 


was shown to the use of bus 
street car cards or posters, but thé 


retailers are favorable to direc a ae 
mail. Watch Ce 
Competition Seen harp, wi 

The jewelers indicated a belie ey! 
that retail competition will expan 5 oe 
with department stores adding we se 


their wrist watch lines and ever 


with cigar, hardware and dry 2 
stores making inroads into wate “ | 
sales of retail jewelers. To meeM. ” _ ”" 
this threat, the jewelers suggeste commana 
promotional and sales stress ae WwW 
jewelers’ service ‘and the quality mesg Ms 
of their merchandise, and bette shedule 
window displays. They urge sania tk 
manufacturers to sell only to retai ymphor 
Jewelers. tations. 

Meanwhile, largest producers if™makers, 
the industry are waging extensiv@hational 


advertising campaigns, only cur@§most lea 
tailing their 1945 programs wher@ies and 
they were based on the belief imMicing tt 
an early German capitulation priofnd spec 
to the December counter-attack 

DeBeers Consolidated Mines 
Ltd., for instance, has schedule AS pal 
full color pages in leading week }00 adve 
and monthly magazines. Tour or 207 
neau Watches, New York, employgy-Eversh 
many media, using twice-weeklg@°0" and 
copy in three daily newspapergg“" Pen 
and in magazines of ‘quality’ on th 
readership, two half-hour classical" 4 the 
music programs on local station Naima ¢ 
and a series of cne-minute spots ~e t 

Marvella, New York, advertise gran 
its brand name pearls with thé me a 
slogan “jeweler’s quality” in na “ “T, 
tional magazines and trade publigf.,. ° 
cations. Columbia Diamond Ringyg-") 2? 
a product of Axel Brothers, News. ©? Uars 
York, is another brand name prod a 
uct, advertised currently in a tie i in . 
in with Columbia Broadcasting, In 
System stars in national magagg-O™Pam 
zines. Deltah Pearls, brand nam eos 
simulated pearls produced by 4.’ neg 
Heller & Sons, New York, are prog mit 
moted in magazines and trac@ ug 
publications. nla 


Many Use Radio 


The large watch companies 4. 
manufacturers of pens and pene! 
sets continue extensive nation 
magazine and trade publicati 
|advertising, as well as allocatm 
large portions of their budgets ! 


4.~.YOU MEASUKE 


Sa DIESEL PROGRESS hes 

2 men who pure hase pm 
and supplies. Tt 
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WORLD AT WAR 


ROCHESTER, W.Y., U.S.A 


FEATURES BRANDS — Photography 
magazines are scheduled by Wollen- 
sak Optical Co., Rochester, N. Y., to 
carry a campaign through 1945 illus- 
trating the fact that the company's 
lenses and shutters are used in vari- 
ous well known makes of cameras and 
projectors. Ed Wolff & Associates, 
Rochester, is the agency. 


pot and national radio. Among 
uch advertisers are Helbros 
Watch Company on Mutual; Ever- 
harp, with two programs on CBS; 
Parker Pen Company on NBC; 
nd Elgin Watch Company, with 
jalf-hour programs on 132 Blue 
letwork stations each Sunday 
ight. Waltham Watch Company 
ecently discontinued sponsorship 
n Mutual of a program featuring 
Sumner Welles, former Under Sec- 
etary of State. Longines-Witt- 
auer Watch Company has for the 
ast three years carried on a heavy 
schedule of time signals and spon- 
ored the half-hour “Longines 
ymphonette,” heard on 135 spot 
tations. Like the other watch 
makers, Longines has continued 
ational magazine advertising in 
nost leading monthlies and week- 
ies, and some secondary adver- 
ising through car cards, sports 
and special events, etc. 


Promotes $5 Pen 

As part of an expected $2,250,- 
(00 advertising program this year 
or 20% larger than that of 1944 
Eversharp is resuming distribu- 
tion and promotion of a $5 foun- 
tain pen. The pen, the same as 
that in the $8.75 pen-pencil set, 
was the company’s most widely 
old prewar model. Eversharp 
claims that it is the “only fully 
guaranteed” $5 pen. 

Advertising for it already has 


«“Htarted on “Take It or Leave It” 


end “Let Yourself Go,” both on 
CBS, and will get under way in 
February magazines. A separate 
campaign for Eversharp leads will 
tun in Puck—the Comic Weekly 
and in Metro comics. The Biow 
Company, New York, is the 


megency. 


Eversharp emphasizes, however, 
‘nat its primary job is still supply- 
‘millions of pens and pencils 
r the Army and Navy.” 


In the $30,000,000 annual clock 
market, advertising has been car- 
ried on despite the manufacturing 
pool rescinded by the government 
Nov. 1, 1944, in which Westclox 
and W. L. Gilbert Clock Company 
made “war alarms” for distribu- 
tion by the entire clock industry 
otherwise engaged in war produc- 
tion. Electric alarm clock manu- 
facture was arranged under the 
government pool solely by Tele- 
chron. 

With the lifting of the pool 
order, clock manufacturers re- 
turned to normal advertising 


schedules, Westclox’s program be- 
ing typical. It has scheduled full 
pages for March in magazines and 
newspaper rotogravure sections. 
In April the same list will be used, 
and pages will be taken in nearly 
every farm _ publication. This 
schedule will be continued until 
production for civilians begins. 


Society Names Agency 

International Accountants So- 
ciety, Inc., Chicago, has named 
Goldman & Gross, Chicago, to 
handle its advertising. 


Offers Ad Course 


Golden Gate College, educa- 
tional division of the San Fran- 
cisco YMCA, in cooperation with 
the San Francisco Advertising 
Club, is offering a four month 
course in principles of copywrit- 
ing, layout and advertising pro- 
duction beginning Jan. 31. Julian 
Randolph, research manager of the 
Pacific Coast division, Bureau of 
Advertising, ANPA, will be in- 
structor in charge, and other Coast 
advertising executives will talk. 


31 
Heads Buffalo Group 


Gordon B. Simpkins of Ameri- 
can Airlines has been elected 
president of the Public Relations 
Council of Buffalo, N. Y. 


SIGNS OF LONG LIFE 
FOR QUANTITY BUYERS 


THE ARTKRAFT* SIGN CO. 
7 Lima, Ohio, U.S. A. 


The Werld’s Lorgest Manufacturers of 
All Types of Signs 


enea US eT ore 


How it Feels to be Making 


Progress 


EE Radio Daily last Wednesday? Has pages 

and pages of results on their Certified Poll ot 
“1,051 editors and writers of the critical press of 
America.” It was pleasant reading. 

We didn’t walk away with the show. Did any- 
body expect us to? We, the youngest of the major 
networks? When the other two major networks 
have had a whole string of years in which to 
experiment with shows, with talent, with sched- 
ules? 

Well, it looks as though we came out of the 
poll better than anyone anticipated we might. 

NBC came up with 13 firsts. That is a great 
record. 2 firsts in the daytime, 11 at night. 

CBS came up with 4 firsts—two daytime shows, 
2 nighttime. 

We—the Blue—came up with 6 firsts. That’s 
right: 6. One in the daytime, 5 in the evening. 

This Radio Daily poll is evidence that, at least 
as far as 1,051 editors are concerned, we have 
two and one-half times as many top favorites in 
the evening as CBS. And when “One Man’s 
Family” moves to the Blue next month, we will 
have six of the top raters, to NBC’s ten. 

So, as far as 1,051 editors are concerned, we 
must be the No. 2 favorite network. 

But the detail about this which is most pleasing 
is that five of our firsts are in the evening. 

This is important because everyone knows 


THIS IS THE 


how well we are doing in the daytime .. . 


the best ratings in the morning of any network 
every month of 1944; the only major network to 
make rating gains during the day in 1944... 


that we might get to be like an actor who plays 
too many of the same roles. People might get to 
saying: ‘“The Blue is a great daytime network.” 
We are, but we’re more. 


* + * 


A lot of people at the Blue are doing a lot of 
work. Night work. There is a lot of enthusiasm 
over here. A lot of determination and conviction 
that, with the help of the agencies and adver- 
tisers whose competitive efforts to sell goods at low 
cost have made a nation listen, a truly great net- 
work will one day emerge out of our joint efforts. 

These evidences of progress are fuel for the fires. 

And speaking of evidences, perhaps the most 

ratifying of all are those hard-headed radio time 
caren who are planning to get franchises on our 
network. They are looking at the costs of the 
three networks; eyeing their budgets; sensing the 
increasing need to reduce the cost of distribu- 
tion. And that $3,500 a week that the Blue saves 
for them on a nighttime half hour over the next 
less-expensive network is a vital factor, and 
deserves the greatest consideration— particularly 
in the light of the Blue’s progress—as evidenced 
by such things as the Radio Daily poll. 
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Bendix Campaign 
Hails Postwar 
Line of Radios 


Detroit, Jan. 23.—Heralding ex- 
pansion of the Bendix Radio divi- 
sion of Bendix Aviation Corpora- 
tion into production of a complete 
line of AM and FM radios and 
radio- phonograph combinations 
when military restrictions permit, 
the company has launched an ex- 
tensive national advertising cam- 
paign in general and trade publi- 
cations. 

“The dynamic role which Bendix 
Radio engineering and precision 
manufacturing has played in years 
of pioneering development looking 
to ultimate new standards of qual- 


ity and performance in home re- 
ceivers will be dramatized to the 
fullest in these national advertis- 
ing messages to 85,000,000 radio 
users and buyers,’ Leonard C. 
Truesdell, general sales manager, 
announced. 

The ads will appear throughout 
1945 in Better Homes & Gardens, 
Collier’s, House Beautiful, Liberty, 
Life, Newsweek, The Saturday 
Evening Post, United States News 
and Woman’s Home Companion, 
as well as in trade publications 
reaching a nationwide representa- 
tion in the radio, retailing, furni- 
ture and merchandising fields. 
Full pages in color will be used. 
Regional dealers and distributors 
who will handle the new line will 
be helped with cooperative news- 
paper advertising. MacManus, John 
& Adams is the agency. 
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WINNIPES, 


KNOWS CANADA 
J. J. GIBBONS LTD. 
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Norge Dealers 
Tell Preferences 
Among Sales Helps 


Indicate They Will 
Rely Heavily on 
Such Aids Postwar 


Detroit, Jan. 23.—An interesting 
demonstration of the fact that the 
most expensive or _ spectacular 
dealer help is not necessarily the 
one which wins the greatest favor 
with dealers is provided by results 
of a study just completed by Norge 
division of Borg-Warner Corpora- 
tion, in which a _ representative 
selection of Norge dealers was 
asked to vote on the type of post- 


war sales helps they consider most 
useful, 

The sales presentation manual 
or catalog was labeled a “must” 
by 326 of the 450 dealers who re- 
plied, while 86 others called it 
“O. K. but not a must” and only 
four considered it useless. The 
pocket-size catalog also fared well, 
with 228 “musts” and 142 “O.K.s,” 
as did the specification sheets, 
with 159 “musts” and 105 “O.K.s.” 

On the other hand, motion pic- 
tures for consumer showing won 
only 34 “musts” and 184 “O.K.s,” 
while 140 labeled them “useless.” 
Slide films for consumer showing 
did even less well—17 “musts,” 
152 “O.K.s,” and 163 “useless.” 


Need Training Manuals 


Training manuals for dealers’ 
own sales forces also rated high in 
favor, 252 declaring them “musts,” 
132 “O.K.,” and only 21 “useless,” 
but motion pictures for sales train- 
ing purposes won only 99 “musts” 
and 206 “O.K.s,” while slide films 
for the same purpose were labeled 


For A FARMSTEAD 

situated north of a 

highway . . . planned so 
barnyard odors are not carried 
by prevailing winds to the house 
(left lower center) .. . All units 
arranged to save steps and work. 


SuccessFUL FARMING supplies 
working blueprints on receipt 
of 10 cents per sheet. 
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and rains and crosswinds, crops and convenience . . 


With a picture of the factory 


.. . Laid out and planned for function, with regard for roads 


. the 


factory includes a home for a family; barn, feed lofts, silos; 
sheds, pens and shelters for the stock; wiring, pipes, drainage, 
water systems; hoists, cranes, conveyors; powered pumps, saws> 


grinders, mixers, milking mechanisms; heating, refrigerating; tractors, 


trucks, passenger cars; plows, cultivators, rakes and weeders, binders, threshers, combines; 


isn’t a family with a factory a better prospect for better volume sales of 
more commodities than one which merely buys for its own needs? ... 
And a successful farm a better market per family than even the best of 
urban families? ... Did you know that SuccessruL FARMING is one of the 
leading media for industrial advertising—as well as a major consumers’ 
media? Well, it is!... With 1,150,000 of the country’s best farmers, who have the largest 


farm investments, yields, crops, cash incomes, plus the unprecedented savings from five good 


market is too important to be overlooked in the postwar plans of any national advertiser 


who wants business from the best of the national market! . .. For details, ask any office... 


workshop, kitchen, churn, cream separators; wire, roofing, lumber, nails, paint, 


gas and oil; stock feeds and fertilizers, seeds and livestock... 


seasons... 


. and the accumulated demands of three war years, SuccEssFUL FARMING’S 


SuccessFUL FARMING, New York, Chicago, 


Des Moines, Los Angeles, 


Atlanta, San Francisco 


AUVE ‘ Age, fl 


uaTYy ZY, ™ 
“must” by 41 and “O.K.” by 195. 
On the question of display: 344 
dealers voted for fewer dis 
with motion and light, as ag»; 
97 who said they prefer more dic. 
plays without motion and | si; 
Outdoor advertising was fay >rea 
by 243, and not favored by {67 
while car cards won the favor of 
188 and were not favored by 
If television were available. 
would rate it as a “must” medi 
Other questions elicited the fo) 
lowing answers: 


Premiums 
oO. K, 
but 
Must Nota (xe. 
Have Must loess 
Do you want such 
extras as refrig- 
erator dishes, etc? 104 310 5 
Recipe Books 
Do you want recipe 
BGGRST oc + eaeu 174 247 18 
Product Demonstrations 
Cutaway’ Rollator 
demonstration 
| eee Se 182 220 7 
Marathon Milk Test 27 233 74 
Washer operating 
upside down..... 48 239 84 
Literature for Prospects 
Pick-GP8 ica ices vee 295 105 14 
Literature holder 
for pick-ups..... 139 199 37 
Direct mail pieces. 174 194 27 
Reprints of maga- 
ge ae eee 29 191 116 
Store Exterior 
Outside neon signs 164 223 24 
Outside metalsigns 74 234 43 
Wooden cut-out let- 
ters for signs.... 35 226 69 
Truck banners..... 70 221 72 
Window 


Window displays... 358 78 3 


Decalcomanias .... 109 208 41 
Inside neon signs... 110 243 33 
Inside metal signs. 33 214 91 
Interior 

Floor displays..... 273 117 5 
Store backgrounds 183 154 24 
Life-size cut-outs. 95 203 45 
Store banners..... 104 199 47 
Wall hangers...... 78 213 45 
Artificial foods.... 112 194 57 
Blowups of maga- 

GIRS GES sr ccwess 27 163 116 

Advertising Aids 

Mats, cuts, stereos. 280 98 16 
Complete news - 

paper ads........ 234 123 20 
Radio commercials 81 189 67 
Recorded radio 

commercials .... 54 174 80 


Billboard posters... 83 210 47 
Suggestions for 

painted outdoor 

WOGRGE. sisuctess 46 185 65 

Novelties, such as the replica of 
the product as a bank, book 
matches, playing cards, tape 
measures, etc., in general won ap- 
proval as “O. K.” by the big ma- 
jority of dealers, with the re- 
mainder about equally divided in 
labeling them “must” or “useless.” 


Joins Board Journal 


Following his discharge from the 
RCAF, Flight Lt. Gordon W. Doo- 
little has been appointed adver- 
tising manager of the “Board of 
Trade Journal,” official publication 
of the Toronto Board of Trade. 
Previous to entering service, Mr. 
Doolittle was with Hugh C. Mac- 
Lean Publications, Toronto, and 
on the national advertising staff 
of the Toronto Globe & Mail 


Nicholson Using ‘SEP’ 


Nicholson File Company, Prov!- 
dence, R. I., will use one-column 
advertisements beginning with the 
Feb. 24 Saturday Evening Post 
featuring cartoons by O. Soglow 
and Lionni. N. W. Ayer & Son, 
Philadelphia, is the agency. 


aya: 


“MEET YOUR CONTRACTO! 
BUILDER CUSTOMER” 
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PRACTICAL BUILD 


59 East Van Buren Chicagi 
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Glass Group Acts 


Conrad to Sales Post 
Ralph B. Conrad, formerly pro- 


Johnston Incorporates 


Bert Johnston & Co., Cincinnati 


Heads McCann Radio 


Kenneth Craig, formerly pro- 


33 
Brewery Elects Rudwick 


Marvin I. Rudwick, manager of 


s gram director of the Iowa Agricul-|agency, has incorporated and is|sram director and supervisor of advertising and sales of Edelbrau 
inst TS . r tural Adjustment Agency, has|now operating under the name of | °Perations of KQW, San Francisco, | Brewery, Brooklyn, N. Y., has 
S- Dissolution been appointed sales supervisor of | Bert Johnston, Inc. has been appointed radio director | heen elected vice-president. 

ght, on the Garst & Thomas Hybrid Corn of the Chicago office of McCann- 

ier Company, Coon Rapids, Ia. H kT f d Erickson, Inc. 

aut disnenendtalmagens auc ransierre P ee ee 

77 Supreme Court Balaber to Alber Roland Hauck, for the past two O'Meara to R&R \ MULTIGRAPHING—FILLING-IN 
139 _. {years production manager in the Daniel O’Meara, eastern sales ADDRESSING —MIMEOGRAPHING 

ium. New York, Jan. 25.—The 43 Joe Balaber, formerly publicity Pacific Coast office of J. Walter| manager of Plough Chemical Com- 

fol. nbers of Glass Container Asso-|@irector of E. B. Marks Music|Thompson Company, has been|pany for the past five years, has THE LETTER SHOP, Inc. 


jation of America plan to meet 
oon to determine action on the 


Corporation, has joined David O. 
Alber Associates, 
account executive. 


New York, as 


transferred to the agency’s New 
York office as a member of the 
copy department. 


joined the New York staff of Ruth- 
rauff & Ryan, Inc., in a drug mer- 
chandising capacity. 


431 8. Dearborn St., Chicago. Wab. 8655 


ecent decision of the United 
ktates Supreme Court in the Hart- 
ford - Empire glass cases which, 
mong other things, ordered that 
he association be dissolved and 
forbade the defendants from form- 
ing or joining any glass trade 
broup for five years. 

For the time being, the associa- 
tion will have no statement to 
ake. The GCAA is managed by 
_R. Stevenson of Stevenson, Jor+ 
an & Harrison, management con- 
ultant, with F. P. Gass in charge 
84 f public relations, 

One effect of the Supreme Court 
der would be to halt cooperative 
promotion of glass-packed prod- 
cts. The association, for example, 
nas been discussing a $1,500,000 
postwar cooperative campaign for 
ingle-trip beer bottles, to combat 
xpected increased promotion of 
American Can’s Keglined and Con- 
inental Can’s Cap-Sealed beer 
ontainers. GCAA has conducted 
0 joint advertising since 1939, 
rnd has no agency at present. 
Pedlar & Ryan was agency for its 
ast campaign. 


Institute Continues Drive 


Meanwhile, Can Manufacturers 
nstitute is spending $1,500,000, or 
hree times the amount of the pre- 
ious year, in a campaign for the 
scal year started last July 1, 
hrough Benton & Bowles (AA, 
Bept. 4). 

The Supreme Court order, it is 
aid, would eliminate standardiza- 
ion of specifications, especially 


: A ynamic tier 


SERVING 


16 or the necks of bottles, which 
lave made glass and caps inter- 
20 Bhangeable. It also would pre- 
*' Tent mergers of glass container 
go geompanies. Primarily affected are 
47 wens - Illinois and Hazel - Atlas, 


hich make packers’ ware; 
hatcher, leading milk bottle pro- 

65 lucer; Ball Bros., maker of glass 
ica of jars; Hartford-Empire and Lynch 
book §Porporation, makers of glass pack- 
tape Hong machinery, and Corning, prin- 


We triew 


n ap- @ipal manufacturer of scientific, 
+ ma- @§ndustrial and heat-resistant glass. 
» Te- ———_—. 
ed" Publishes Radio Book One afternoon in December 1932, a big, raw boned, 
ess, aie 

1 hy poblished “Radin Produc. colored boy wearing a ragged one-sleeved sweater, 

ion Directing,” written by Albert P ‘ ° 
eo . th ee apn of walked into The Free Press office and signed up 1, 

ationa roa casting Ompany. ae dB 
ra ggg gy geo ge gh ne for the Golden Gloves Tournament. That lad was The ee pay ve ustifi rye 
rd of Mhrec re . roud of its long record o 
ation iii Joe Louis. On February 22, 1933, he scored a filiias ie i aes 
rade. 2S - 
_ Mr. : : : 
3. "Mo Bayless-Kerr knockout against his opponent, Joe Biskay, thereby lege . oe for fun re 


and @ Denman Tire & Rubber Com- 
any, Warren, O., has named Bay- 
ess-Kerr Company, Cleveland, to 
indle its advertising. 


becoming novice lightweight champion of the event 


Americanism, for the rights 


... and later heavyweight world champion. of minorities . . . for sanity 


and decency in the life of 


the nation. 


500,000 


STOCK PHOTOS 


The Free Press helped Joe Louis get started. But 


his own clean living, his truthfulness, sportsman- 


ship, skill and modesty won for him the respect of Perhaps that is one of the 


? _—_ , reasons why The Free Press i 
America. Joe Louis is a Detroiter. Because of his ; . . = : 

ae i f isa downright necessity im a 

a 

prowess as a man, he belongs on the long roster o over 380,000 ong ae E. 

men and women who have helped make the history of area, Iu suck coverage and i 


their time... who made Detroit dynamic, the fourth with such influence, lies its 


ity in Ameri d “tl l of d ' 
city in merica, an the arsenal o emocracy . power as a newspaper. 


Che Detroit Free Press 


JOHN S. KNIGHT, PUBLISHER 
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MANN & FABRY CO. 
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Houbigant Ups Harang 


Pierre L. Harang, for ten years 


. sales manager of Houbigant Sales 


Corporation, New York, has been 
elected vice-president in charge of 
sales. 


Watkins to Bart 


Watkins, Portland, Me., cleaner, 
dyer cond furrier, has named 
Stuart Bart Advertising, New 
York, to handle its account, using 
radio, newspapers and direct mail. 


a 
FACT 


Product information is to- 
day the architect's greatest 
need. 


PROOF: Pencil Points is re- 
ceiving over 3,000 product 
inquiries per month from architec- 
tural men. (New book ‘10 FACTS" 
tells how to get yours. Send for copy) 


MORAL for you: Advertise where architects 
turn FIRST for product information. 
Advertise in 


Pencil Points 


The Magazine of Progressive Architecture 
et 330 West 42d St., New York 18 


icame up today with the 


Dollar Volume of 
War Bond Copy 
Hits New Peak 


Washington, Jan. 24.—With final 
returns in for all media, Treasury 


that the dollar volume of war bond 
advertising broke over the top 
again in the 6th War Loan drive 
last month, registering a $25,264,- 
354 gift from advertisers and me- 
dia compared with $24,981,670 for 
the 5th. 

Surprising even those close to 
the scene, who felt that the tre- 
mendous support organized for the 
earlier drive would be hard to 
match, the 6th War Loan figures 
were particularly significant, ac- 
cording to Thomas H. Lane, Treas- 
ury’s chief of advertising, press 
and radio, because “It was the best 
balanced of any of the war loans.” 

“The various media strength- 
ened each other’s appeal by the 
nature and volume of their con- 


report | 


| tributions,” 


Mr. Lane said, “no 


matter where Americans looked, 
or listened or read, they felt the 
constant impact of the war bond 
story.” 

Declaring that national and local 
advertisers, media, agencies and 
| their staffs have demonstrated that 
“advertising will show no battle 
| fatigue,’”’ Mr. Lane said. ‘“‘No other 
segment of American life is acti- 
vating its desires for a speedy 
victory more effectively.” 


Linage in Dailies Off 


Mediawise, Treasury registered 
gains everywhere, except in daily 
newspaper linage. Somewhat off- 
setting a reduction in daily space, 
George Little, chief of the news- 
paper unit, reported an important 
increase in front-page space de- 
voted to the drive. 

Altogether, Mr. Little said that 
daily newspapers had carried 80,- 
579 ads, totalling 51,150,380 lines 
during the 6th war load, exclusive 
of those under 100 lines. While 
this represented a value of $4,928,- 
633, daily newspaper advertising 
fell short of the $6,656,225 mark 
set in the 5th, and even of the 
$6,000,000 figure of the 4th. 

For the first time Treasury had 


MILL & FACTORY CIRCULATION 
BREAKDOWN “TELLS ALL” 


EXCLUSIVE PLAN ENDS 
PIG-IN-POKE BUYING 
FOR ADVERTISERS 


The smokescreen of “coverage” has been lifted. 
Industrial advertisers can now see what they’re 
buying .. . get a close-up view of the kind of 
circulation — the Who-What-Where — their 
space dollars in MILL & FACTORY deliver. 
A fact-laden Census of Circulation — unique in 
/ industrial publishing —is being applied to every 
important trading area of America. It will 


show: 


1. Total number of worthwhile industrial plants. 
2. Authoritative financial ratings of plants. 


3. Each plant to which MILL & FACTORY goes... 
together with names and positions of the men who 


receive this magazine regularly. 


typical of the 132 
& FACTORY 's ci 


Sales-rich Cuyahoga County is 
America being “x-rayed” by MILL _. 


See ae Ee ee cae eee ene ee $3 
eee Fe eRe coe 


trading areas in 


rculation census. -& Pee WN oon 


This Circulation Census is made possible by 
the experience and cooperation of the 132 lead- 
ing Industrial Distributors in the areas ana- 
lyzed. It is based on up-to-the-minue facts and 
figures assembled by their 1200 salesmen who 
call regularly on every important U. S. plant, 
and who are continuously building and check- 
ing MILL & FACTORY ’s circulation. 


“CENSUS” WINS APPROVAL 
OF SALES, AD MANAGERS 


Advertising and Sales Managers who have had 
a preview of MILL & FACTORY ’s Census of 
Circulation hail it as a made-to-order “must” 
for planning campaigns today and in the com- 
ing free-for-all for postwar customers, Execu- 
tives who-know that every advertising dollar 
must pull its own weight now and tomorrow 
will find M & F's Circulation Census an eye- 
opener to more intelligent buying. It will be 
shown to any executive who wants to know 
exactly what his company is getting for its 
money. 
oe @ 


Write or call CONOVER-MAST CORPORATION — 205 
E. 42nd St., New York 17; 333 No. Michigan Ave., Chi- 
cago 1; Leader Bidg. Cleveland 14; Duncan A. Scott & 
Co., West Coast Representatives, Mills Bldg. San Fran- 
cisco 4; and Pershing Square Bidg., Los Angeles 13. 


Complete coverage of the key men in all che important 


era in this area makes MILL & FACTORY the num- 
© one medium to reach the men responsible for the 
big volume buying. 


PLANT RATING & COVERAGE TABLE 


CUYAHOGA TRADING AREA 


NO. OF PLANTS 
(branches, ware- 


RATINGS houses omitted) MILL & FACTORY 
AAA 147 147 
AA 39 39 
A 14 14 
B 56 56 
c 50 50 
Others ? 140 


MILL & FACTORY Reaches 


— all worthwhile plants in trading area 
— the men who can say Yes and make it stick. 


PLANTS RECEIVING 


a report on less than 100-line daily 
ads, as compiled by the Advertis- 
ing Checking Bureau. In this 
classification 138,831 ads totaling 
1,180,000 lines, easily raised the 
newspaper figure past $5,000,000. 


Outdoor Up Sharply 


Most spectacular change for any 
one medium was registered by the 
outdoor group. John Donnelly, 
chief of the outdoor section, re- 
ported that the $100 war bond had 
been reproduced on 134,650 panels 
instead of the promised 119,000, 
and that outdoor had provided 
$3,419,573 worth of aid, instead of 
the pledged $2,900,000. 

National advertisers proviaed 
66,817 units valued at $1,007,000; 
local advertisers 6,980 units worth 
$155,774; local-sponsored Treasury 
24-sheets, 33,751 units worth 
$843,775; industry - sponsored 
Treasury 24-sheets, 22,992 units, 
$563,274 and painted displays, 
4,200 units, $850,000. 

War bond advertising in all 
periodicals was $2,885,153 as 
against $2,744,122 during the pre- 
vious drive, Elihu Harris, chief of 
the periodicals unit, reported. 

General magazines carried $1,- 
432,365 in national advertising and 
donated $214,450 in their own 
space, compared with $1,361,000 in 
national advertising and $228,600 
in contributed space during the 
5th. 

Business publications showed a 
substantial gain in national war 
bond copy, hitting $615,580 com- 
pared with $590,910 previously, 
while farm magazines, with $216,- 
650, nosed out the 5th War Loan 
$214,450 figure. Both media in- 
creased their donated space. 

Radio showed a gain of $250,- 
000 over the $11,000,000 5th War 
Loan figure, Thomas H. Delehanty, 
acting chief for radio said, while 
weekly newspapers recorded im- 
portant gains. Weeklies carried 
101,769 6th War Loan ads, totaling 
93,038,610 lines and valued at $2,- 
668,000. During the 5th, weeklies 
had 96,046 ads, amounting to 88,- 
625,000 lines, worth $2,532,160. 


Four Name Grant 


The Banco de China, official 
banking institution of the Chinese 
government, and Caspre, S. A., 
Havana wholesale cigar and liquor 
dealer, have appointed the Havana 
subsidiary of Grant Advertising, 
Inc., to handle their accounts. 

Venezuelan advertising for Col- 
gate - Palmolive - Peet Company, 
Jersey City, and the General Tire 
& Rubber Company, Akron, will 
be handled by the Grant sub- 
sidiary in Caracas. 


Heads Warren Division 


William R. Hill, formerly with 
Carrier Corporation, Syracuse, has 
been appointed general sales man- 
ager of industrial and commercial 
sales of Warren Steam Pump Com- 
pany, Warren, Mass. 


Fine Ar, Short 
Copy fo Feature 
Imperial Drive 


(Picture on Page 51) 

Chicago, Jan. 24,—Gallery 
and ten words of basic “sell’’ \jjj 
feature the 1945 campaign oj 
Hiram Walker & Sons Impcriaj 
blended whisky—the initial cam. 
paign prepared for this produc: by 
Foote, Cone & Belding, Chicago, ° 

The campaign was Originally 
scheduled to be the largest ever 
undertaken for a single product 
by Hiram Walker, but WPB’s re. 
cent announcement that no more 
“holidays” from war production 
will be granted distillers  untij 
V-E Day has made Walker’s p!: 
—and those of most other dis- 
tillers—highly uncertain. The two 
“holidays” of 1944 enabled dis- 
tillers to build up sadly depleted 
stocks, but with sales booming, it 
is doubtful if demand can continue 
to be met without additional op- 
portunity to distill spirits. 

Initial Imperial plans call for a 
long schedule of full-color pages 
in magazines, liberal use of about 
500 daily newspapers, and out- 
door and transportation showings 
“among the largest scheduled for 
any advertiser during 1945.” Initial 
copy will break in February issues, 


Fine Illustrations Used 


All of the advertising is built 
around the words: “87 Years at 
Fine Whisky-Making Makes This 
Whisky Good.” Short explanations 
of this basic theme complete the 
copy message, with each ad con- 
taining an additional copy block 
presenting a war message which is 
intimately woven into the basic 
Hiram Walker story. 

Gallery artists such as Robert 
L. Benney, Joseph Hirsch, William 
S. Schwartz, Franklin Boggs and 
John De Martelly will dominate 
the magazine advertising. Their 
full-color paintings, said to be 
among the finest ever used in ad- 
vertising art, will dominate the 
space. Finely chiselled woodcut- 
type illustrations will be used in 
the newspaper series, and more 
highly stylized art will be used in 
transportation and outdoor adver- 
tising. The illustrations are all 
built around various processes in 
the production of whisky, most of 
them illustrating distillery opera- 
tions or scenes. 


art 


~> 


S 


Joins Kelley Agency 

J. E. Brittain, formerly asso- 
ciated with the Herbert Morris 
Crane & Hoist Company Ltd. in 
advertising and industrial relations 
work, has joined Russell T. Kelley 
Ltd., Hamilton, Ont., agency. 


TRY THIS ON YOUR PHONE 


. . . Write or Phone for 
one of our Representatives 

—Let us show you samples of work 
we are doing for successful institutions. 


FAITHORN CORPORATION 


- - You will find 
it a satisfying 
number because 
it opens the 
quick, sure way 
to the complete 
and economico! 
handling of 
your production 
requirements. 


Ad-Setters - Engravers - Printers 


400 N. Rush St., Chicago 11 » Whi. 2300 


PRINTING 


DAY AND NIGHT SERVIC 


dvert isu 


his Wee 
ealers & 
esser’s 

ore im E 
re. 

The bo 
bout 10 
vain in 
ok sect 
om fol 
ating | 
nd Dex 
egan pu 
r, but 


Forme} 
sed spc 
rest Rac 
feattle, 1 
bout 50 
his is 1 
ated, b 
ion mu 
roups 

adio’s m 
Beatty 
ther thi 
Most 

en th 
ampaig 
le year] 
hased tl 
in am 
dvertisi 
eturn 0: 
eturns é 
lightly | 
efore, i 
pace an 
utlines 
ealers 1 
ipon to 
ifiec ans 


olum 
orm ‘ 


Herbe: 
anager 
nd clas 
f the Ol 
. Youn 
dvertisi 
umbus 1 
anized 
bany of 
18 E, ] 
foung 


ins' 
ead: 
n Bu 


Despi 
inston 
ederal 
ear s| 
anked | 
alue o 
e dist 
ashing 


ind No 


Fr as : ; sy 5 : . ee 5 ease ws ss a - ; ae E - ed <a a : : i ees : : ; seine: es : a aX - i 3 " i 
_ | rc t;wtt( ree 2 e 
g 6S 
_ took 
_ : | our 
_ a New ¥ 
) | e aititu 
ee ; = 
, | ve has 
| pe p form 
_ es iil ial er 
: i a aa anand ages in 
7 i | . » Yor! 
ome tar 
‘ | | as led 
is | round t 
et | 
_ | ! 
-— CUYAHOGALTRADING AREA . | 
. eee | Lae a 4 | | | 
‘he ras > OU 
_ ¥ O _ 
; ee ot om —_ 
) > ra ll 
5 a : ee Sas : ‘ew ts ‘ | | se cnepeenemsemennmicaeD | 
Se ey .AteXAL, Ne 
| * re : 
: es a ; : sat Tf 3 
Pe Sane a . — & ~ ee Feder 
, | a Hers how + 
| * Pe a Rained 
n 1°44 
: Pret th MUST’ 
Why sso Soc > bon 
ee g » 
| \ L— — © 
a <q PUBLICATION Ss |; vo | Bin tor 
" CONOVER-MA a a : 


qvertising Age, January 29, 1945 


.<S Ad Copy Aids 
look Dealers Sell 
our Income Tax’ 


New York, Jan. 25.—To combat 
altitude that government sim- 
ification of the income tax struc- 

ve has made filling out income 

x forms unnecessary, Simon & 

' art Henuster has been running two- 
Will fge dealer ads and back cover 
, ges in the New York Times, 
vial Hippy York Herald Tribune and in 
Cam- FBnis Week Magazine telling book 
C\ by Healers and readers why J. K. 
£9. esser’s “Your Income Tax” is 
nally Hore important now than ever be- 


re. 
The book, published by S&S for 


oduct 
S Te- Mpout 10 years was promoted 
more Hain in last Sunday’s Tribune 
Clon Book section, marking a departure 
until Hom former policy of concen- 
p.ans Hating promotion in November 
dis- Ind December. Originally S&S 
> ‘Wo fegan pushing it as early as Octo- 
dis- fbr, but recent tendency by the 
leted ublic to postpone thinking of in- 
1g, it Biome taxes until the last minute 
tinue fxs led to stepped up efforts 
| op- found this time of year. 
Formerly the publishing house 
for a [iced spot radio, through North- 
ages Best Radio Advertising Company, 
ibout PBeattle, reaching a yearly peak of 
Out- Bbout 500,000 copies of the book. 
Vings Mhis is now unproductive, it was 
i for fated, because the book promo- 
nitial Hon must reach higher income 
Sues. Hroups more intensively than 
adio’s mass income level. Schwab 
: Beatty handles S&S advertising 
built Jjther than radio. 
rs at Most intensive promotion has | 


This en through direct mail, with 


tions Rampaigns reaching a million peo- 
> the Ble yearly, all of whom have pur- 
con- #Bhased the book in previous years. 
block Jn a mailing which includes an 
ich is MBdvertising letter, circular, and 
basic Jeturn order envelope, about 20% 
eturns are realized. Returns were 
obert @lightly better this year than ever 
lliam Before, it was said. Copy in both 
_and f§pace and direct mail advertising 
inate futlines specific questions which 
Their Mealers will “inevitably” be called 
> be fRpon to answer, and supplies spe- 
1 ad- Bific answers. 
. the spiliaiieniiniaiiiolomasi 
dcut- 
.d in @Olumbus Ad Execs 
more orm Appliance Firm 
iver- Herbert L. Thomas, advertising 
> all anager of the Columbus Star, 
es in geod classified advertising manager 
‘st of [gi the Ohio State Journal, and Ivor 
sera- JF: Young, former member of the 
dvertising department of the Co- 
umbus Evening Dispatch, have or- 
anized the retail appliance com- 
any of Young & Thomas, Inc., at 
asso- 8 E. Broad St., Columbus. Mr. 
orris @PUng is president and general 
d. in 
tions 
elley 


inston-Salem 
eads North Carolina 
n Building .... 


, 


Despite wartime restrictions, 
inston-Salem continues to build. 
ederal Reserve figures for last 


nd ear show that Winston-Salem 
1S anked FIRST in North Carolina in 
on alue of building and FIFTH in 
a ¢ district . .. running behind only 


ashington, Baltimore, Richmond 
ay ind Norfolk. 


Federal Reserve figures also 
how that Winston-Salem banks 
of Bained $55,000,000 in resources 
on "1°44 over '43. 


Ss. Ss ely Winston-Salem is a 
MUST" market for all advertisers. 
ee 
OJRNAL and SENTINEL 
. in ton-Salem, North Carolina 


National Representatives: 


KELLY-SMITH COMPANY 


manager and Mr. Thomas, who 
will become active in the company 
at a later date, is secretary-treas- 
urer. 

When products are available the 
company will feature Bendix 
Home Laundries, Frigidaire prod- 
ucts, Ironrite irons, Youngstown 
kitchens, Hamilton dryers and 
Zenith, Philco and Majestic radios. 


Norcross to Kimball 


Norcross, greeting card and gift 
wrapping maker, has appointed 
Abbott Kimball Company, New 
York, as its agency. 


Bird Using Media 
for Four Products 


Bird & Son, Inc., East Walpole, 
Mass., is conducting a promotional 
campaign for three of its products: 
Floor coverings in trade publica- 
tions to build up a distributor 
organization; Rubberlike, a non- 
priority protective floor runner, 
directed to industrial and institu- 
tional users; and Proslate, roll- 
type roofing for farm buildings, 
placed in farm publications. The 
company also is using building 
publications for an _ institutional 


series on building materials. 


The campaign is being placed by | 


Doremus & Co., New York and 
Boston offices. 


WMCA Names Klarman 


Howard Klarman, sales promo- 
tion manager of WMCA, New 
York, has been named an account 
executive on the sales staff. 


Issues Garden Guide 
Better Homes & Gardens, Des 

Moines, Ia., is distributing copies 

of its 28-page 1945 Vegetable 


|Garden Guide. 
able to industrial and commercial 


35 


Copies are avail- 


organizations with the publisher 
furnishing related promotional 
material. 


ee 


IMPSON-REILLY, LTD. 


Me ee 


Pa 
3 


SINCE 1928 
SAN FRANCISCO 


LOS ANGELES > 
RUSS BLDG. DG. 


GARFIELD BU Ae § 


Your FARM Magazine List 


wilt 


Agriculture’s most mechanized and respon- 
sive specialty — poultry farming — requires 
above-average numbers of tires for autos, 
tractors, and trucks. While mechanization 
necessitates more tires, the perishable 
character of poultry products calls for high 
frequency of marketing which means more 
miles and more tire replacements. Firestone 
has rolled into a favorable place in this 
great market through consistent advertising 


in Poultry Tribune. 


is Not Complete 


for 13 consecutive years 


Firestone 


has advertised in POULTRY TRIBUNE 


“ \ 


without POULTRY TRIBUNE 


. .. You can't afford to leave a “Two Billion 
Dollar Hole” in your Farm Magazine Schedule. 
. . - 1943 gross farm income from Poultry and 
Eggs was $2,867,000,000 (source U. S. D. A). 


To Cover the Most Responsive Section 


of the Farm Market 


Lo 


Member: AGRICULTURAL PUBLISHERS’ ASSOCIATION * AUDIT BUREAU OF CIRCULATIONS 
HOME OFFICE: Mount Morris, Ul. * Representatives—New York: Billingslea and Ficke—Chicago: J. C. Billingslea Co. 


' Publishers Representatives a 
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Mr. Iffley’s Ivory Tower... 


Mr. Iffley is the kind.of a man who would 
rather make a phone call than answer a letter, 
listen to a report than read one, play solitaire 
than read a book. 

Mr. Iffley can work in a crowd, think as he 
talks; and prefers people to meat, drink or money. 
But he is hard to reach! He skims over his mail 
unless he knows the signers. He likes magazines 
—on his library table. He will pass up Bob Hope 
for a bridge game, even with bores. 

If you want to interest Mr. Iffley, the best 
way is to get a friend of his to catch him alone 
sometime, and pass on your proposition, 

Too much trouble? But suppose Mr. Iffley 
is important to you? And remember—he’s no 
curio. About one out of two people are like him 
—extrovert. Fifty percent is a lot to pass up. 


Prruaps we can help. We happen to know 
Mr. Iffley has an Ivory Tower. We know when 
he goes there. And we know a friend who goes 
with him, can carry your message. 

Mr. Iffley goes to his Ivory Tower every 
Sunday morning—usually because there was 
too much fun, or too many people Saturday 
night. And the friend he takes with him is the 
comics section of the Sunday paper. He may not 


see all the Sunday paper, but he’s sure to see the 
comics section. Never misses—like three out of 
four adults who read Sunday newspapers. 

So in the Sunday comics section, you can get 
Mr. Iffley’s interest every Sunday morning when 
he’s quiet, not engaged, or absorbed. You wall 
hardly find a better time—or a better way. And 
you can reach everybody in the Iffley family at 


the same time! 


Picxinc out the comics sections of the best 
Sunday papers, of course, could be quite a job— 
if Metropolitan Group hadn’t already done it for 
you... gathered together forty-three major 
Sunday papers into a single package of more 
than 15,000,000 circulation! This Group takes 
in half the Sunday morning ivory tower sitters in 
the whole country; and the better half, too. It’s 
the greatest extrovert medium in existence. And 
without extra charge, throws in half the better 


_introverts! The better-buying half of the families 


in the whole national market—every Sunday. 

This unusual medium for elusive extroverts 
is not costly; is effective (ask for evidence); and 
is convenient (one piece of copy, one order, one 
bill). Any Metropolitan Group representative, 
extrovert or introvert, will give you the details. 


¢ Buffalo Courier-Express e Cincinnati Enquirer e Columbus Dispatch 

New Orleans Times-Picayune-States « Omaha World-Herald ¢ Providence Journal « 
Springfield Union & Republican ¢ Syracuse Post-Standard « METRO PACIFIC: FresnoBee « Long Beach Press-Telegram « Los Angeles Times « Oakland Tribune 
Oregon Journal ¢ Sacramento Bee ¢ San Diego Union « San Francisco Chronicle + Seattle Times « Spokane Spokesman-Review « Tacoma News Tribune 


Dallas News 


Rochester Democrat & Chronicle 


The first national newspaper network... Mi e t ro p ec Q it an (; rou 0 


Comics Section Advertising in: Baltimore Sun * Boston Globe « Chicago Tribune + Cleveland Plain Dealer « Detroit News *« New York News 
Philadelphia Inquirer « Pittsburgh Press « St. Louis Globe-Democrat ¢ Washington Star « Des Moines Register « Milwaukee Journal « Minneapolis Tribune 
St. Paul Pioneer Press ¢ ALTERNATES: Boston Herald « Detroit Free Press ¢« New York Herald Tribune « St. Louis Post-Dispatch « Washington Post 
OPTIONAL: Atlanta Journal 


Houston Chronicle 
San Antonio Express 


220 EF. 42d St., New York 17 « Tribune Tower, Cuicaco 11 * New Center Bldg., Derrorr 2 * 155 Montgomery St., SAN FRANCISCO 4 
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bi/ Ought toKuow . 


when the Audit Bureau of Circulations, 
ver sing’s own stellar contribution to 
» seli-regulation of business, looks for a 
naging director—as it has done only 
ur times in its thirty years of re- 
prkably able service 
business and adver- 
ing--the list of re- 
irements sounds like 
) idealized concept of 
e virtues of all the 
ints and sages. 
The man who oper- 
es the ABC’s half- 
ilion-dollar a year 
ysiness must not only 
how every facet of the 
iblishing and adver- 
sing business; he 
st be a sterling 
ecutive, a diplomat, a combination judge 
d jury, absolutely fair and impartial, 
\d successful far above the average in 
onciling conflicting opinions. 
The ABC has been notably successful 
approaching its ideal with all four of 
managing directors — with Russell 
hitman, its first executive, Stanley 
ague, its second; with Orlando C. Harn, 
third, and with James N. Shryock, the 
esent managing director, who took over 
re years ago when Mr. Harn retired. 
Mr. Shryock not only knows the pub- 
hing business, and especially the news- 
per business, but he has the native abil- 
y, experience and temperament to enable 
m to handle the knottiest problems any 
his 2,000 members or his 27 board 
embers can toss at him with a calmness 
da sureness that gets things done with- 
t fuss or fury. 
Quiet, soft-spoken and almost academic 
manner, James Shryock at 49 gives the 
pression of having led a_ studious, 
dentary life, which is only half true. He 
bs been studious, but by no means seden- 
ry. A native Philadelphian, he attended 
e Wharton School at the University of 
pnnsylvania, and set two records there: 
pis the only one in the school’s history 
have captained both the swimming and 
e water polo teams; and he is reputed 
have spent more time studying English 
erature than anyone has ever done at 
harton. 
Fresh from college, he joined the Chi- 
go Daily News as a classified solicitor 
$10 a week. When World War I came 


J. N. Shryock 


eo. JAMES N. SHRYOCK 


along he enlisted, earned the rank of 
second lieutenant, and then rejoined the 
News, this time in circulation work. In 
1921 he was named general promotion 
manager. 

From then until the death of famed 
Victor Lawson in 1925, he worked closely 
with this great newspaper man, for whom 
he retains a feeling bordering on rever- 
ence, holding at various times the posi- 
tions of assistant advertising manager and 
assistant business manager. When Walter 
Strong became publisher of the News in 
1926, Mr. Shryock became business man- 
ager, and later secretary. In these va- 
rious positions, he helped lay out and 
supervise the building of five different 
press rooms, and was directly responsible 
for his paper’s being the first in Chicago 
to use dry mats, electric heating of auto 
plate machines and hand-set stock tables. 

Shortly after Col. Frank Knox took 
over the News in 1931, Mr. Shryock was 
named circulation manager, a post he 
resigned in 1934 to become assistant gen- 
eral manager of the Indianapolis News, 
whence he joined the ABC. 

Mr. Shryock used to play a lot of 
squash and a lot of golf, but he admits 
that lately he’s been holding himself down 
to “very little golf and a couple of hun- 
dred yards of swimming every day.” 

Aside from his wife and two daughters, 
aged 10 and 15, Mr. Shryock has two 
consuming passions: The Audit Bureau of 
Circulations, which has had its own long 
list of troubles due to the war, but which 
he believes will emerge stronger and more 
useful than ever; and memories and 
mementoes of Victor Lawson, whom he 
considers one of the finest men and great- 
est publishers the world has ever seen. 

It needs only a word of encouragement 
from a vistor to Shryock’s large, square 
office, on days when the wheels are all 
meshing smoothly at ABC headquarters, 
to induce the managing director to talk 
of Lawson, and perhaps to show some of 
his vast collection of Lawsonia, including 
almost certainly, the “day book” in which 
Lawson carefully noted, in his own hand- 
writing, all the financial transactions of 
his early days, when the publisher was 
struggling hard to demonstrate that a 
penny newspaper, impartial, unbiased, 
accurate and reliable, could be financially 
successful and wield an amazing influence 
on American journalism. 


he Peait-Of0 
C ag - NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


this department, basic principles which have proved their value in mail 
der advertising—and which are equally important to the advertiser who 
oes not seek direct inquiries or orders—will be reviewed and discussed from 
eek to week. Pertinent case histories, queries and comments from readers 
re invited. Whenever possible they will be answered here. 


By ELON G. BORTON 


Advertising Director 
LaSalle Extension University 


The Post Office Department needs no 
aise from The Pay-Off. It is known to 
st advertising people, and especially to 
rect mail users, as an efficient govern- 
ent agency with the desire to know its 
istomers’ problems and to aid with them 
far as practicable. I have often sus- 
ecte'| that it would go even farther if 
ver imental procedure permitted. 
This past week I got added proof of 
Hs merchandising sense of the post of- 
e \ post office representative came 
0 my office, saying that he was there 
uss with us the zoning problems 
‘ mail and to tell us of the Post 
ee Department services available to us 
t particular. Since he had no hat 
‘coat with him, I was curious. He 
that he was going through the of- 
ilding, company by company, and 
ler men were doing the same thing 
‘r loop buildings. 
company mailing problems, while 
in comparison with those of big 
s, are not simple as regards zoning. 
| hundred advertising inquiries, 
ig us each day, must be processed 
tal stencils and cleared to field rep- 


resentatives and our mail sales division 
for quick follow-up. Speed is important 
yet since very few people think to in- 
clude zone numbers on their home ad- 
dresses, we must work it out somehow. 

Moreover we have over 100,000 metal 
stencils of former inquirers whom we 
contact by mail at intervals. Obviously, 
revising those old stencils to include zone 
numbers is a difficult, almost impossible 
job, with the present shortage of ma- 
terials and personnel. It will have to be 
a gradual job. 

The post office offers several services— 
all free of cost—to help mailers with their 
zone number problems. You may send 
your lists of names and addresses back to 
the post offices of their location and the 
zone number will be added. If you have 
only a small number of names from each 
of several towns, your own city post of- 
fice will sometimes mark them for zones 
without bothering to send them to all the 
towns involved. And in emergency, this 
service can be very fast. 

If for some reason—time or otherwise 
—you prefer to do this zoning correction 
yourself, the post offices will furnish you 
with zoning guides and maps for each of 
the 124 cities using zone numbers. 

Certain it is that this zoning arrange- 
ment, started as a war measure because 


of the shortage of trained postal person- 
nel, is here to stay. It speeds up mail 
service. We may as well get used to it 
and cooperate fully. One way to help is 
to encourage people to add their zone 
numbers to their addresses when writing 
us. Every advertising coupon, every 
reply card, every form we send out that 
calls for an address in the reply should 
carry a space and notation for a zone 
number as well as street and number. 


But the Post Office Department also has 
an educational job to do with the public 
to teach them about zone numbers and 
the wisdom of including these in ad- 
dresses. It is doing a good job with busi- 
ness firms but it has not yet publicized 
zoning enough with individuals and fami- 
lies. The job is complicated since prob- 
ably half of the people live in the smaller 
towns or country districts where zoning 
is not in use. 
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More Notes 
on a Number of Things 


Speaking, as we were a couple of weeks 
ago, about some of the conclusions that 
are inescapable in any reasonable study 
of the Starch readership reports, we 
wonder at the continued use of war-action 
themes by a number of advertisers in the 
women’s magazines. 

Reading reports on the canned grape- 
fruit juice advertisements of the Florida 
Citrus Commission are a fair example of 
the general ineffectiveness of this ap- 
proach. 

And if the Starch figures are not evi- 
dence enough, the McCall editorial read- 
ership studies that are available to all 
advertising people clearly indicate that 
while it is a fact that among all editorial 
subjects war-action rates tops with men 
it holds almost the least interest for 
women! 


Twist... 


Nash - Kelvinator’s war advertising, 
twisted to the peace for which the war 
is being fought, inevitably attracts high 
reading. 

Even here, however, Hotpoint with its 
blueprint kitchens of the future comes 
very close to Nash-Kelvinator in woman 
readers per dollar (Starch) and Frigid- 
aire with its straight refrigerator helps 
actually tops the field. 

Nash-Kelvinator, of course, wins in a 
walk with the men. 


Nomination .. . 


For the dullest campaign currently ap- 
pearing in magazines this Corner nomi- 
nates that of the Can Manufacturers As- 
sociation. 


Advertising Advertising .. . 

One of the wonderful things about 
radio is the heavy, continuous promotion 
that it receives in almost every other me- 
dium. Much of this, naturally, in maga- 
zines and newspapers has been editorial. 
Still, newspaper advertising has long been 
used to feature radio programs not only 
by stations and networks but also by ad- 
vertisers themselves. Magazine advertis- 
ing has long called attention to the ad- 


vertiser’s air shows and, recently, in a 
number of cases has also featured these. 

- Now—we have Auto-lite advertising 
the Dick Haymes show and Pabst promot- 
ing the Danny Kaye program in extensive 
outdoor campaigns. 

And we wonder where this will end. 

We wonder whether a new radio pro- 
gram can be promoted into a high rating 
that wouldn’t soon achieve the same rat- 
ing without it. And we wonder if a pro- 
gram mightn’t be promoted into a fair 
rating—at considerable expense, only to 
be a more costly flop if it can’t hold its 
audience. 

It is one thing to successfully adver- 
tise a tested, proved product; it may be 
something else again to successfully ad- 
vertise unproved advertising. 

Perhaps the ratings on the Haymes and 
Danny Kaye and Ed Wynn programs will 
help with the answers. 


Adjectives ... 

A copywriter we know has just com- 
pared the adjectives in three different 
distillers’ current whisky advertisements. 
Two contained eight adjectives each, of 
which six were the same. The third con- 
tained six adjectives—five of which were 
identical with five in the other two ad- 
vertisements. 


No Change... 

Of all the hundred and one reasons we 
know for the appearance of an untimely 
advertisement we still can’t think of one 
for the recent magazine page that invited 
us to see our nearest Chrysler dealer to 
learn the advantages of “fluid drive.” 

We know the Chrysler people had no 
idea that the very much more important 
von Rundstedt drive would break at the 
very same time. But we think they must 
have suspected that there would still be 
a war going on—and they must have 
known that automobiles still would be 
months from production. 

The important thing is not that Chrysler 
(or any one else) got caught with their 
postwar promises down. The vital fact is 
that there is no change in the picture— 
yet. 

Advertising still has some war jobs 
to do! 
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Release Alcan Film 


A 16 mm sound film in color 
tracing the course of the Alcan 
Highway from Edmonton, Canada, 
to Fairbanks, Alaska, has been 
released by the tractor division 
of Allis-Chalmers Mfg. Company, 
Milwaukee. The film, 22 minutes 
in length, is available to inter- 
ested groups without charge, upon 
application to the company. 


Richardson to ‘Redbook’ 


William M. Richardson Jr., for- 
merly manager of the cough drop 
department of Vick Chemical 
Company, New York, has joined 
the New York sales staff of Red- 
book. Previously he was with 
Time, Inc. and Harper’s Bazaar. 


10,000 Original 
KODACHROMES 


for Calendars, Advertising, Editorial use. The 
cream of American photographers’ work avail- 
able at one source. All subjects. Submissions 
on approval. 

FREE-LANCE PHOTOGRAPHER'S GUILD, INC. 
219 East 44th St. New York 17, N. Y. 


Managerial Ability Is Big 
Postwar Need, Economist Says 
People will not automatically 
raise their standards of living and 
will not buy automatically even 
the things they know about, 
Donald K. David, dean of the 


| 


| 


School of Business Administration, 
Harvard University, said last week 
at a New York meeting in the 
series sponsored by the Town Hall 
and the Committee for Economic 
Development. He declared that 
full employment postwar will de- 
mand not only the satisfaction of 
existing deferred demand, “but far 
more importantly, the development 
of the desire to buy things we 
know about and things we do not 
know-about yet.” 

Urging that comprehensive mer- 
chandising plans be prepared now, 
he said, “The war has posed a test 
of managerial ability in the pro- 
duction area which American in- 


in the post- 


dustry has passed... 
war years the same high order of 


managerial ability in marketing 
must be shown.” 

Pointing out that failure to 
recognize the extent to which post- 
war employment will depend on 
the market for services is leading 
to errors in judgment and plan- 
ning, Dean David said: “In order 
to have a balanced economy we 
should need to have far more 
people in our total labor force 
than we are likely to have if we 
operate only our productive equip- 
ment at full capacity. An all-out 
war economy is far more of a pro- 
duction economy than a peacetime 
economy possibly can be. A suc- 
cessful peacetime economy must 
be one which employs millions of 
workers in those trade and service 
occupations which are the essence 
of a high standard of living. The 
total postwar market will be the 
sum of the consumer market, the 


business market and the govern- 
ment market.” 

He asserted that the government 
market is likely to bulk larger in 
the postwar years than it did prior 
to the war, counting on estimates 
that from 1,500,000 to 2,500,000 
men will be continued in military 
service. 

uk * a 

A five-point program to meet 
unemployment problems in the 
postwar transition period has been 
recommended by Richard A. Les- 
ter, professor of economics, Duke 
University, in a study he com- 
pleted for the CED. 

The recommenaations are: 

1. Unemployment compensa- 
tion, as the chier means of provid- 
ing for workers during the transi- 
tion, should have its coverage ex- 
tended and its benefits increased. 
Coverage should be extended to 
include federal agency employes, 
workers in federal shipyards, 
arsenals, etc., merchant seamen 
and workers in firms with fewer 
than eight employes. He recom- 
mends that those states which 
have not already done so increase 
their schedules to permit maxi- 
mum benefits of $20 a week for 26 


Precision makes a 


parade 


absorbing... exciting 


Above everything, a parade is precise. 
It holds its on-lookers by its perfection 
in pattern and performance. 


And that’s what makes parade ab- 
sorbing and exciting to the 2,000,000 
readers who see it weckly.|Based on 
a unique method of editing—human 
interest news stories that are pre- 
edited to eliminate the non-essen- 
tials—its whole performance, from 
cover to cover, makes readers feel 
they’re part of the parade. 


That’s why parade has won 
leadership in readership among 
all national newspaper sections. 

Surveys prove top readership 

eee § from front to back —including 
~p | the advertisements. 

ec “al And that’s why parade’s 

advertising linage has more 

than tripled in three years! 
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weeks. nd 
2. Employers should pl a: 
war rehiring as far ahe: bee 
practical, using as many stry 
employes as possible dw: 
transition on maintenahce 
alteration and developmen wo, 
Where wartime contracts — c¢ jp q al 
minated without sufficien  y,jm™2S Y** 
fication, payments should |» mag At at 
in lieu of two weeks d smi ay ire 


notice to employes. Where tray . 
expenses were paid worier # Yo 
take jobs in distant citie _ py 


vision should be made for retym <®' - 
travel costs. this 

3. Short term education 4 i - 
basic training courses, both gegm'” ° . 
eral and vocational, should 4 -~ = 
available without cost to tie joi me 5 
less, with federal funds matchj le 
those raised for this purpose inte! e 
states and localities. These course eg a 
to which workers would be rq ae 
ferred by the U. S. Employme a 
service, would contribute to jq™ h 
mobility, as well as give worke —a 
»pportunity to improve their pr “ E 
ljuctivity. ata 

4. State and local public worg™ PO -ha: 
programs should be planned no at 1 
for use when needed to provid ‘hiner 
employment. Prof. Lester reco; re 
mends that the federal gover er 
ment match local funds to s third: | 
advance planning for such work ont s 
He maintains that a federal ¢ fourth; 


penditure of $150,000,000 for th 


advance planning would prepa gy 
for public works to cost $7,000 aviadl 
000,000 or $8,000,000,000 after th 4 
war. | 
5. Congress should enact a pr romcey 
gram of federal grants to the statd mn | 
for general assistance on a match 5 7 
basis, similar to that used in fe; the pt 
eral-state payments to the need farmer: 
aged, the needy blind and to de their le 
pendent children. making 
The professor estimates the totd 
federal cost of the proposals, in 
two-year period after the war, 
about $1,250,000,000. He forese@’ Grey 
total unemployment in the recon Em ] 
version period of at least 4,000,00( Pp 
and points out that while unemfj All « 
ployment compensation funds tof ing Ag 
taling more than $6,000,000,00%% pense 
have been accumulated, the re™g under 
serve is divided into 52 separaii benefit 
funds, each of which can be use@ lifetim 
only within a state or territory. Hi ployes 
proposes a federal reserve fund (J 65 for 
protect any state whose reserva Prov 
become exhausted during transi policy 
tion, and asks that something bg with | 
done to overcome the variation pany, 
between state payments and inelif employ 
gibility for workers because oj years ‘ 
certain state residence laws. automs 
se « servings 
The postwar question of wome 
in the radionics industry was pa 
tially answered in a recent surve Form 


by the Radio Manufacturers As A 
sociation, which reported th 


fi 
peacetime production will find reco 
greater proportion of women emi of Sp 
ployed than in prewar days. and C 

Women represented 51.9% of (4 count 
total employment in this indust' Broad 
of 86,173 in 1940, and will repre ing si, 
sent 59.1% of the estimated 14 winn 
266 workers at the end of the fi'$§ Sheng 
year of postwar production, tl have 
RMA survey showed. Postwar eM" offices 
ployment of both men and womeH the w 
is expected to be at least 68.6 Comps 
greater than in 1940. 

Employment of women for .@—— 


production of radio and raid 
soared 248.8% over 1940, accord 
ing to figures for the last July 
September period. Women repre 
sent 64.6% of the present totd 
employment, estimated at 211,28 
RMA said. Because of their «bili 
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to }andle delicate apparatus well, 
h percentage of women always 
been employed in the radio 
stry, the RMA report pointed 
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Toe farmer’s viewpoint on his 
posiwar prospects, related by Dr. 
Artpur F. Raper, social science an- 
aly:t, U. S. Department of Agri- 
culiure, at a recent meeting of the 
farm marketing group of the 
New York chapter, American Mar- 
keting Association, shapes up like 
this 

1. Three-fifths of the families 
in a nationwide survey report that 
they are planning to make one or 
more major purchases when war- 
time shortages are over. The field 
interviewers did not consider a 
planned purchase of any item less 
than a kitchen stove, household 
furniture, or a mule, and then only 
where a family’s income was low 
enough for such a purchase to 
seem a major purchase to them. 

2. Except for the fear of a 
postwar depression, more major 
purchases would be planned. 

3. Tractors and other farm ma- 
chinery are the largest purchases 
planned; automobiles and trucks, 
second; household furnishings, 
third; installation of electric cur- 
rent and electrical equipment, 
fourth; farm land, fifth; dwelling 
improvements, sixth; the improve- 
ment of other farm buildings, 
seventh. 

4. A larger proportion of the 
farmers in the West plan pur- 
chases than in the East, and more 
in the North than in the South. 

5. In all parts of the country, 
the purchases now planned by 
farmers reflect their desire to raise 
their level of living in addition to 
making needed replacements. 


Grey Agency Adopts 
Employe Benefit Plan 


All employes of Grey Advertis- 
ing Agency, New York, at no ex- 
pense to themselves, will benefit 
under the company’s new employe 
benefit plan, which allows for a 
lifetime pension for Grey em- 
ployes reaching retirement age— 
65 for men, 60 for women. 

Providing for a life insurance 
policy and a personal trust account 
with Manufacturers Trust Com- 
pany, the plan is based on the 
employe’s salary and number of 
years of service, with the pension 
automatically eligible to those 
serving five or more years. 


Form Broadcast Sales 


A new station representative 
firm, Broadcast Sales, has been 
formed by Peggy Stone, formerly 
of Spot Sales, Inc., New York, 
and George Roesler, former ac- 
count executive with First United 
Broadcasters, Chicago. Represent- 
ing six stations, among which are 
WINN, Louisville, and KFMF, 
Shenandoah, Ia., the new firm will 
have New York and Chicago 
offices and will be represented on 
the West Coast by Homer Griffith 
Company. 


} If it’s 
A TEST 


you want... 
TAKE 


NEW HAVEN 


The Register is rated* the 
7th test market in the U. S. 
—2nd in New England. With 


@ minimum cost you reach 


urban and suburban popu- 
lation. 


‘“Nudependent Sorvay sf Providence Builetis 


Have Confidence, 
Bullard Series 
Tells Industry 


Bridgeport, Conn., Jan. 23.— 
Confidence of American business 
men — confidence sufficient for 
them to invest heavily in machin- 
ery that will provide increased 
production at lower prices—is the 
theme keynoting the 1945 adver- 
tising campaign of the Bullard 
Company, Bridgeport machine tool 


manufacturer. 

First ads in the new campaign, 
which appear this month in Ameri- 
can Machinist, Iron Age, Machin- 
ery and Steel, emphasize that the 
“history of America’s industrial 
success—and high standard of liv- 
ing—is making things cost less.” 
This theme was decided on last 
fall by the company and its agency, 
James Thomas Chirurg Company, 
Boston, and is close to that of the 
National Association of Manufac- 
turers in its recently inaugurated 
ad series, 

Copy concludes with a brief de- 


scription of how the Bullard Man- 
Au-Trol vertical turret lathe 
“makes products cost less.” Similar 
ads will feature the remainder of 
the °45 series, placed in trade 
publications, in Business Week and 
Newsweek, and export publica- 
tions. 


To John Mather Lupton 


Acheson Colloids Corporation, 
Port Huron, Mich., has appointed 
the John Mather Lupton Com- 
pany, New York, to handle adver- 
tising for the company, of which 
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Mr. Lupton was one-time director 
of public relations. A campaign 
will be carried in business publi- 
cations featuring the use of col- 
loidal graphite. 


CORN — HOGS — OATS — CHICKENS 


vmrvup 
wr ePaso 


CATTLE — SHEEP— HAY — WHEAT 


THE PACIFIC COASTHAS 4 


“INSIDE MARKET (= 


ON 


INSIDE MARKET. This represents counties in which 
Los Angeles, San Francisco, San Diego, Oak- 
land, Portland, Seattle and Spokane are located. 


50% OF ALL RETAIL SALES MADE HERE 
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MARKETS 
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Coast cities are located. 


ONLY DON LEE COVERS BOTH MARKETS COMPLETELY * 
u 


OUTSIDE MARKET. This represents 126 counties 
outside those in which the 7 principal Pacific 


50% OF ALL RETAIL SALES MADE HERE 


# Regular Hooper reports of the “inside” market reveal that during the past year, all 


of the shows that have switched from any of the other 3 networks to Don Lee, have received higher 


Hooper ratings within 13 weeks. 


A special Hooper coincidental telephone survey of 276,019 calls (largest ever made on the 
Pacific Coast) showed 60 to 100% of listeners in the “outside” market tuned to Don Lee stations. 


The reason is most cities in the “outside” market are surrounded by mountains, and long-range 


broadcasting of other networks won’t work. 


With 38 stations completely blanketing the 16-billion-dollar Pacific Coast market, the Don Lee 
Network has more than 9 out of every 10 radio families living within 25 miles of one of its stations. 


The Nation’s Greatest Regional Network 


THOMAS S. LEE, President 
LEWIS ALLEN WEISS, Vice-Pres. d= Gen. Mer. 
5515 MELROSE AVE., HOLLYWOOD 38, CALIF. 


Represented Nationally by John Blair & Co. 
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‘Capper’s Farmer’ 
in Substantial Gain 


Because of difficulties in de- 
veloping final figures, Capper’s 
Farmer was omitted from the tab- 
ulation of 1944 advertising linage 
for farm publications, and also 
from the January, 1945, tabula- 
tion appearing in the Jan. 22 issue 
of ADVERTISING AGE. 

During 1944 Capper’s Farmer 
published 295,581 lines of paid ad- 
vertising, compared with 262,902 
lines during 1943. The 1944 total 
amounted to 434.7 pages, whereas 
the 1943 total was 386.6 pages. 
Commercial display linage for 
1944 was 283,537, compared with 
248,795 in 1943. 

For January, 1945, Capper’s 
Farmer published 18,808 lines of 
advertising, or 27.7 pages. In Jan- 


FREE new proofs unusual adv, 
photos all imesses. SAVE! 
Low priced subscription plan 


EVE*CATCHERS. I0E. 38St, N.Y. 


uary, 1944, its total was 18,486 
lines, or 27.2 pages. Of this total 
January volume, 17,114 lines con- 
sisted of commercial display, ex- 
clusive of poultry and livestock, in 
1945; in 1944, the commercial dis- 
play figure was 17,046. 


Three Programs Add 
to CBS Station Lists 


Texas Company and Manhattan 
Soap Company, both of New York, 
and Cudahy Packing Company, 
Chicago, have added stations to 
their CBS programs, respectively 
“Texaco Star Theater—James 
Melton,” “The Strange Romance 
of Evelyn Winters,” and “Tena 
and Tim.” Texaco added 18 out- 
lets Jan. 7, making a total of 141, 
its program running Sunday, 9:30- 
10 p.m., EWT, through Buchanan 
& Co. 

Manhattan, for Sweetheart soap, 
is now on the full CBS network, 
Monday through Friday, 10:30- 
10:45 a.m., EWT, through Duane 
Jones Company. Cudahy 
is now on 71 stations, Monday 
through Friday, 3:15-3:30 p.m., 
EWT, Grant Advertising placing 


the account for Old Dutch Cleanser. 


Dunhill Account Moves 

Alfred Dunhill of London, Inc., 
New York, smokers’ supplies, has 
moved its account from St. Georges 
& Keyes to the Lawrence C. Gum- 
binner Advertising Agency, New 
York. National promotion of a 
low-price wartime service lighter 
will begin in February. 


Pesco Using Color 


Pesco Products Company, Cleve- 
land, a division of Borg-Warner 
Corporation, currently is using 
color pages in automotive publi- 
cations to promote a new hydraulic 
brake intensifier and clutch actu- 
ator for heavy duty trucking. 
Fuller & Smith & Ross, Cleveland, 
is the agency. 


Loucks Joins Zenith 


E. E. Loucks, associated with 
International General Electric 
Company in charge of radio re- 
ceiver sales for the past 16 years, 
has joined Zenith Radio Corpora- 
tion, Chicago, as sales manager of 
the export division. His appoint- 
ment is in line with Zenith’s plans 
for vigorous expansion in the ex- 
port field postwar. 


“.and Gentlemen, You Can Quote Me on TE 


“The issue at hand — is not that the 103 
counties of Nebraska and Southwestern 


lowa comprise a wealthy market.” 


Flash bulbs popped. Reporters poised 


their pencils. 


Mr. W. Herald smiled. 


there is virtually no Reconversion problem 
because of this market’s income from food 


Paid Circualtion — November Average 


Daily, 201,893 Sunday, 203,002 


One Ca 


“It is not that 


Pos 5 
ays 
COVERS NEBRASKA AND S.W.IOWA\; ws 


production . . 


clearings are double those of 1939 .. .’ 


The press mob howled in frustration. 
Above the din, Mr. W. Herald’s voice rose 


clear and strong: 


“It is that every issue of ONE great eco- 
nomical paper—the Omaha World-Herald 


—reaches this market. this income!” 


. it is not that 1944 bank 


. 
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Leonard Raymond, pres. of Dickie-Raymond, Boston, has b: ep 
appointed chairman of the New England Council’s recreationa] 
development committee. . . Oliver Morton, mgr. of the NBC cent:a] 
div.’s local and spot sales dept., vacationed at Hot Springs, Ak.,, 
a couple of weeks ago. -. John Cuddy, mgr. dir. of Californians, I) .¢., 
has been appointed by San Francisco’s Mayor Lapham to a four- 
year term on the city’s library commission. . . and Richard M. Oddie, 
director of broadcasts for Associated Broadcasters, has also received 
an appointment on the commission. . . 

Tom Worthington, AA ad man, was married Jan. 4 to Elizabeth 
Gibbons, F. W. Dodge Corp. artist. The ceremony was solemnized 
at New York’s 20th St. rectory where Clement Moore penned “The 


Night Before Christmas.” ; 
First ad agency exec. to head the 
National Ass’n of Public Rela- 
tions Counsel is Sam Fuson, v.p. 
overseer of public relations at 
Arthur Kudner, Inc. . . To the 
list of radio profs. add Ted 
Oberfelder, director of promo- 
tion for WFIL, Philly, who’s 
teaching the current semester 
of the Junto, adult education 
movement in the Quaker City. 

. Welcome back is in order to 
Maj. Dewey Hill, former treas. 
of McCann-Erickson and of the 
Four A’s, who was wounded on 
D-Day. . . 

Bob Lund and Arthur Hurd 
of JWT’s internat’l dept. are 
investigating rural and urban 
markets in Cuba and Puerto 
Rico. And incidentally, the end 
of 1944 marked the 30th year 
of JWT’s overseas operations... 
The Institute of Public Rela- 
tions’ president, John W. Darr, 


RARE GIFTS—Collector's items, ciga- 
rets, were among the tokens presented 
to Wm. R. Kinnaird, right, former ad 
manager of the American Meat Insti- 
tute, at a luncheon given when he left 
the AMI post to become account ex- 
ecutive of Needham, Louis & Brorby, 
Chicago. Don Smith, left, ad man- 
ager of Wilson & Co., did the honors. 


Lte Halions Great 


OWNERS AND OPERATORS OF RADIO STATION KOWn 


Wewspapers 


National Representatives, O'Mara & Ormsbee, Inc. 
New York, Chicago, Detroit, Los Angeles, Sen Francisco 


is recuperating in New York’s 
Mt. Sinai Hospital from an appendectomy. . . 

William King Jr., a past pres. of the St. Louis Adclub, and v.p. 
of Olian Advertising Co. before his induction into the Army, was 
commissioned a 2nd lieutenant at Fort Benning Jan. 13. . . Roy 
“Rusty” Weedon was born Jan. 12 to Charles J. Weedon, pres. of 
Scott & Bowne, and Mrs. Weedon. . . Robert J. Gray, ad mgr. of 
Dewey & Almy Chemical Co., will direct a Boston Adclub clinic 
on advertising copy, and Roland Baum, art dir. of United Drug, 
will direct a course in adv. design, starting the first week in Feb. 
Lecturers for the ad clinic course will include Marion Harper Jr., 
McCann-Erickson, and John H. Baxter, copy chief in BBDO’s Bos- 
ton office. . 

George Hodgkin, manager of the Calavo Growers of California, 
Los Angeles, has been reelected a director of the Farm Credit Board 
of Berkeley... 

Ralph DiMartino, salesman for Edward Stern & Co., Philly 
printer, although he celebrated his 75th birthday Dec. 25, has car- 
ried off Stern’s annual award to the top salesman for the past two 
years... 

The annual Pynchon etching award of the Springfield, Mass., 
ad club is in the possession of William R. Mason, of William B. 
Remington, Inc. The award is made annually to a club member 
who has performed outstanding service. . . Birthday greetings were 
being extended Jan. 11 to Ted Ellis, account executive in BBDO’s 
Chicago office. . . 

Ad men, as usual, are doing their share in putting over this year’s 
Red Cross War Fund drive. . . James M. Cecil, pres. of Cecil & 
Presbrey, is chairman of the committee on public information of 
the Greater New York section, and for the 4th time is serving as 
chairman of the same committee of the N. Y. chapter of the Red 
Cross. Helping as 
vice-chairmen are Sam- 
uel D. Fuson, v.p. of Ar- 
thur Kudner, Inc., and 
Clarence L. Law, v.p. of 
Consolidated Edison. 
Thomas L. L. Ryan, pre:- 
ident of Pedlar & Ryan, 
is directing Red Cross 
fund-raising among pu)- 
lishing, advertising, 
graphic and visual art 
firms for the Manhatt:! 
commerce and indust’y 
group. . . And Sigmunc 
Gottlober, pres. of 1 © 
American Foreign Lai- 
guage Press Institute, 
chairman of the fore! 
language press divisio! 

A proud grandpa i 
the 3rd time is Andre’ 
J. Haire, pres. of Haire Publishing, with the birth Jan. 17 of his n‘ 
grandson. The father, Lt. A. J. Haire, treasurer of the compa! 
is serving on an LST in Pacific waters. . . Sam C. Slaughter, assi 
ant to the v.p. of Borden Farm Products, and Mrs. H. Kirby Graft 
a gencral field representative for the Red Cross, were married Jan 
in Greenwich, Conn. . E. W. Scudder, publisher of the Newa 
Evening News, was his son’s best man Jan. 19 when Lt. E. W. Scu- 
der Jr., USN, went to the altar in Hollywood, Fla., to wed Lou:° 
3agby. . Former editor of American Printer, Laurance B. Sies- 
fried, more recently associate prof. of journalism at Syracuse | 
has been named prof. of graphic arts and head of the printing de 
at Carnegie Tech. . . 


=) 


HIGHEST BIDDER—Making the most of an ex- 
pensive breakfast is Hynes Pitner, vice-president 
of Pharis Tire & Rubber Co., Newark, O., who 
paid $31.25 for a box of Post Toasties at a 
charity auction held by employes of the com- 


~ wn 


Proceeds went to the Licking County 
War Chest fund. 
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Surplus Disposal 
Methods Hit by 
Machinery Dealers 


Chicago, Jan. 23.—Dissatisfac- 
tion with the Treasury Depart- 
ment’s surplus property disposal 
program was voiced here today at 
the annual meeting of the Asso- 
ciated Equipment Dealers, organi- 
zation of distributors of roadbuila- 
ing and other heavy duty machin- 


oy. > 
Villiam <A. Danner, 


Parker- 
Danner Company, Boston, said 
that under Treasury’s informal 


bid and negotiated sales method, 
its officers “return our checks, ac- 
cept late bids, and threaten to take 
the whole matter away from the 
industry by throwing the bidding 
wide open.” The present appraisal 
system, he said, does not work 
well because government apprais- 
ers are not competent to judge 
machinery values. 

E. P. Phillips, director, construc- 
tion machinery and farm equip- 
ment section of the Treasury’s 
procurement division, said he per- 
sonally was opposed to the present 
sales method and described as 
more satisfactory a spot sales 
method recently tried out in the 
Kansas City area. 


Gardner Tells of Waste 


L. W. Gardner, Howard-Cooper 
Corporation, Portland, Ore., said 
Treasury had “wasted too much 
time and equipment through sale 
of old material” and added that 
“probably 90% of all surplus parts 
for machinery should be junked.” 

Thomas S. Holden, president, 
F. W. Dodge Corporation, New 
York, said the list of planned con- 
struction projects is now growing 
at the rate of $21,000,000 a day, 
and that public and private con- 
struction plans of all types for the 
first year after the war call for 
expenditures of more than $4,000,- 
000,000. Government controls 
will probably limit the expendi- 
tures to little more than $3,000,- 
000,000, he added. 

It is obvious, he continued, that 
public work now planned, if be- 
gun in full, will crowd out every 
potential private project planned. 
“Artificial stimulation of public 
works in the early postwar period 
can scarcely fail to intensify un- 
due competition with private 
projects for needed manpower and 
materials,” he said. 

First construction work, he said, 
should include residential, recon- 
version of war plants, heavy engi- 
neering, and veteran hospitals. 
Secondary needs will include pub- 
lic works and store modernization, 
and tertiary needs will be apart- 
oe buildings and other public 
WOrkKS, 


Nelson Discusses Restraints 


The American construction in- 
dustry will attain its greatest suc- 
cess postwar if freed from “end- 
less, detailed, silly local building 
codes; impossible local taxes, 
which make building unprofitable, 

d constant interference of trade 
unions with the use of efficient 

thods,” said H. U. Nelson, ex- 
ecutive vice-president, National 

.ssociation of Real Estate Boards. 

He said the nation’s construction 

lustry leads the world in speed, 
tcchniques and results. British 
housing contractors, he said, take 
“o% more time to build a house 

in do contractors here, and 
ir houses cost 20% more than 
nparable American homes. 


NO USE TURNING 
CUSTOMERS AWAY 


: yet you may If You 

acoing just that 

re’s- a7 billion} Manufacture 
and Sell 


lar market yor 
ild encourag: 
ply es letting 
se people know you d welcome their 
iness. For the Negro looks to his race 
8 for guidance. Your advertising in 
Negro papers can earn his confi- 
ce, good will and regular patronage. 
ut whether your product is cos- 
ic, food, drink, wearable, or any- 
1g else, it will pay you to write to 
erstate United Newspapers, Inc., 545 
h Ave., New York, for the facts on 
Success stories built out of reach- 
this great and growing market. 


Tells Phone Problems 

Southern New England Tele- 
phone Company is releasing a 
series of advertisements to all 
daily and weekly newspapers in 
Connecticut explaining the war- 
time problems of the telephone 
industry. The company is also 
using radio, car cards and bill 
enclosures. Direct mail is used reg- 
ularly to contact approximately 
30,000 Connecticut families wait- 
ing telephone service. Batten, Bar- 
ton, Durstine & Osborn, New York, 
is the agency. 


Food Editors Cancel 


The Newspaper Representatives 
Association of Chicago has can- 
celed its conference of food editors 
scheduled for March 5-8 in Cin- 
cinnati, in compliance with the 
government’s request to drop all 
but war-vital meetings. 


General vs. Baby 
Magazines Tested 
in Swan Stunt 


New York, Jan. 24.—In a cam- 
paign by Lever Bros. Company, 
Cambridge, to promote an offer of 
a bar of Swan soap for every 
newborn child, the placing of ad- 
vertising not only in general mag- 
azines (AA, Jan. 15) but in so- 
called baby books as well, Will 
provide an opportunity to gauge 
the relative pulling power of the 
two magazine groups. 

Lever, through Young & Rubi- 
cam, has scheduled insertions for 
Baby Care Manual, quarterly pub- 
lication of Parents’ Magazine; 
Congratulations, quarterly publi- 
cation of Mrs. Dorothy Hearst; 
Baby Talk, owned and distributed 


by the General Diaper Service; 
Modern Baby, distributed in this 
city through diaper services; So 
Yow’re Going to Have a Baby, dis 
tributed in February, July and 


October in about 200 department | 


stores and baby specialty shops, 
and My Baby, distributed through 
Allied Stores and numerous inde- 
pendent stores. 

General magazines scheduled in- 
clude Good Housekeeping, Ladies’ 
Home Journal, Life, Look and 
McCall’s. 


Ebersold Adds Accounts 


Fred H. Ebersold, Inc., Chicago 
agency, has been appointed to 
handle advertising for the Wilbert 
W. Haase Company, Forest Park, 
Tll.; Allen & Garcia, Chicago; 
Sillcocks - Miller Company, South 
Orange, N. J.; Product Designers, 
Chicago; and the Tapecoat Com- 


pany, Evanston, Ill. The agency 
has resigned the Morris Paper 
Mills, Chicago, account. 


We Make 
MOTION PICTURES 
BETTER, FASTER, and 
at GREATER SAVINGS 


If You Are Planning 


“INDUSTRIAL 
‘unto * EDUCATIONAL 
on oi) * SALES TRAINING 
DEALER HELPS 
* OR TITLES .. . call 


"HAR. 3395 


0, WRITE or WIRE for DETAILS 


FILMACK LABORATORIES 


1327 S. Wobash Ave. .... Chicago 5 


COSMETICS | 


<—— 
GERMANS DRIVE TO POINT 4 MILES FROM MEUSE: i 
MASS FORCES NEA ED; 
AMERICANS RAM FLANK; FLIERS HAMMER FOE 
* 
<= 


(==) The New York Times. (Se | 


.. Of THE TIMES 


a continuing series of observations from 
the office of the Business Manager e e e 


No. 1 


During 1944, as for many years, The New York Times published the largest 


volume of news of any newspaper in America — 2,609,899 more lines than 
any other, in the first eleven months. By thus maintaining the high standard 
of its news reporting and the interest of its readers, The Times continues to 
improve its position as a producer for advertisers. 


ae yee i ot a 


aS pO Rete ai 


Current quotas imposed by the WPB cut 31,000 tons 


period, last year. 


of newsprint a year from the normal requirements of 
The Times. Every month, The Times is in the position 
of being unable to print hundreds of thousands of lines 
of desirable advertising offered to it. Despite this, it 
published 91,307 display advertisements in the first 
eleven months of 1944...many more than in the same 


965 manufacturing plants staked their claims in New York City in 1944, 
according to George A. Sloan, former Commissioner of New York City’s 
Department of Commerce. This influx, says Mr. Sloan, has been due in no 
small part to The New York Times newspaper campaign promoting New York 
as a great industrial center. (You'd be amused to know howmany of those new- 
comers insist that The Times ‘‘owes”’ them preferred advertising space.) 


An especially heartening bit of news right now is the flood of “‘result’’ stories 
from small space advertisers in The Times. 


Baldwin & Strachan, Inc., a Buffalo, N. Y., advertising agency, 
placed a series of seven ads, size 3-2" x 1 column, in the 
New York Times Magazine for their client Thomas Products, 
Inc., manufacturers of Brittex (a fingernail preparation.) Buried 
in the copy was the suggestion that readers send in 1¢ fora 
sample of the polish. “It was most amazing to us,” writes the 


agency, “‘to receive 1525 replies from 42 states.” 


—but it's not. 


line ad in the Real Estate 


ident of the firm, 
$635,000 sale." 


How to sell a building assessed at $635,000, ata 
cost of only $19.95, may sound like a fairy tale 
Pease & Elliman, 
vouch for that. It was as simple as running a 2l- 


realtors, can 


pages of The Sunday 


Times. "The ad brought in a large number of excel- 
lent inquiries," writes Lawrence B. Elliman, pres- 
"one of which resulted in the 


The New ork Cimes 


“ALL THE NEWS THAT'S FIT TO PRINT” 


See 
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||] WE TAKE TALENT 
||| TO MARKET 


If you want to make the most of 
your talent—whether it be cre- 
ative, executive or promotional 
—one good way is to use a con- 
fidential service such as ours. 
| 

| 


It has always been our policy to 
urge our applicants to use every 
effort to place themselves. But 
we realize that since it is our 
job to make them sought after, 
we can often sell them 
than they can sell themselves. 


Similarly, employers have found 
it wise to call on us even though 
they may use other sources to 
find the men they seek. 


Both applicants and employers 
realize we serve them by always 


protecting their best interests. 
Write today in perfect confi- 
dence to 


WALTER LOWEN 


PLACEMENT AGENCY 
Established 1920 as headquarters for 


ADVERTISING PERSONNEL 
Office 


420 Lexington Ave., New York 17 


Creative e Executive 


better | 


“Positions Wanted,” 


% in., $3.50; 


The Advertising Market Place 


The rates for this department are as follows: 
“Representatives Wanted,” 
tatives Available,” 50 cents a line, minimum charge $2. Terms 
cash with order. All other classifications (single insertion rates): 
1 to 3 in., $6.50 per inch. 


WORKERS SUBJECT TO PRIORITY REFERRALS 
MUST BE CLEARED BY THE USES OR OTHER 
AUTHORIZED CHANNELS, 


“Help Wanted,” 
and “Represen- 


HELP WANTED 


HELP WANTED 


ADVERTISING PUBLISHERS 
SALES AND MERCHANDISING 
POSITIONS 

FRED MASTERSON 

| SINCLAIR-MASTERSON 

| PERSONNEL $ 
310 SS. MICHIGAN, CHICAGO 

} 20 YRS. ADV. 
LAYOUT ARTIST 
Omaha Agency. 


EXPERIENCE 
for fast-growing 
Key position open 
with real future. Must have real 
creative ability, be able to visualize 
ideas, do some finished art, buy the 
|rest and direct production. If inter- 
| ested, tell all in first letter including 
agreeable starting salary. Address 
France - Duff Advertising Agency, 
| Omaha, Nebraska. 

ADVERTISING & PUBLISHING 
All Types of Positions 
Placements anywhere in the 
United States 
GEORGE WILLIAMS—Personnel 
200 S. State St., Har. 2063, Chicago 
SELL ADV. NOVELTIES & Calendars 
Earn 20 to Commission. Com- 
plete line. for details. 1945 

season. 

WEINMAN BROS. Est. 1919 
325 N. Wells St., Chicago 10, Ill. 
COPYWRITER 
4F or veteran for defense plant ad- 
vertising. Direct mail and sales bul- 
letins on machinery products. High 
school graduate under 35 with some 
engineering training or exp. Good 


5 Oo 
25% 


Send 


feces 


postwar Cop eR Sen tty . Location, 6% 
miles from Chicag 
Box 7075, ADVERTISING AGE 
_100 EB. Ohio St., Chicago 11, Ill. 
Progressive 31-year-old agency in 


city of 150,000 has two desirable 


NATIONAL 4-A 
AGENCY SEEKS 
CHICAGO HEAD 


A national 4-A agency needs a man 
to head its Chicago office serving a 
limited number of clients in this area. 
Preferably he should combine execu- 
tive and client-contact ability and be 
sufficiently creative to supervise and 
judge copy written by others. 
Opportunity is excellent for a man 
capable of accepting management re- 
sponsibilities in view of highly decen- 
tralized method of agency's operation. 
Income to start will be consistent with 
ability and experience with good 
chance for early increase on basis of 
performance which will largely deter- 
mine the growth of the agency in 
Chicago. 

Write in detail with emphasis on type 
of accounts previously served but in- 
cluding all essential information 
usually required. 


Box 6050, ADVERTISING AGE 
100 E. Ohio St. Chicago 11, 11. 


Account Executive with 
industrial or general copywriting 
experience acquired in agency or 
mfgr’s. advertising dept. Salary, 
bonus and comm. on new business. 
Also, Agricultural Copywriter, ex- 
perienced in farm equipment or 
feeds. Salary and bonus basis. Both 
jobs permanent with bright future. 
Give full details in letter (conf.). 
Will arrange early interview. Mace 
Advertising Agency, Inc., Lehmann 
Bldg., Peoria, Ill. #. 
Circulation Man to establish depart- 
ment in growing trade paper group 
in South. Must be willing, able field 
worker. Also prove character and 
integrity beyond question. Salary. 
Life job for right man. Send full 
particulars — letter. 
Box 7091, ADVERTISING AGE 
100 BE, Ohio St., Chicago 11, Ill. 


Local Advertising Salesman on daily 
newspaper in college town in Illi- 
nois, who can take complete charge 
of display advertising department in 
6 months time. Permanent position 
as no service men returning after 
war. 

Box 7093, AGE 

100 E. Ohio St., Chicago 11, Ill. _ 
Experienced artist for permanent 
position for well known modern New 
York advertising designer. Outline 
experience and qualification. 

Box 7098, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


openings: 


ADVERTISING 


COMMERCIAL ARTIST, to do lay- 
outs, finished art for ads, catalogs, 
etc. Sales Promotion dept. of large 
display manufacturer in Phila., Pa. 
Permanent. Good future, 


Box 7099, ADVERTISING AGE 


100 BE. Ohio St., Chicago 11, Ill. 


$10,000 A YEAR Ceiling 

for sales promotion executive 
Rapidly expanding business offers perma- 
nent position to man with sales promo- 
tional ideas plus ability to manage and 
organize. Immediate opening with long- 
established firm selling direct to wearers. 
Reply in confidence, stating experience 
and qualifications. Address Mr. Ned 
Mason, Mason Shoe Mfg. Co., Chippewa 
Falls, Wisc. 


ADVERTISING JOBS WITH 
POST WAR SECURITY 

| A long established, nationally known 
manufacturer of business forms and 
| systems, located in the Middle West, 
}has several openings for men ex- 
perienced in national advertising, 
direct mail, and sales promotion. 
These are not newly created nor 
temporary positions but offer perma- 
nent opportunities in a business now 
essential to the War effort and with 


no postwar conversion problems, 


——OPPORTUNITY- 


| Agency opening offices in Chicago 
and Kansas City seeks experienced 
Acct. Exec. Confidentially state details, 
billing, background; pending inter- 
view. Liberal arrangements. 


330 W. 42nd St., New York 18, N. Y. 


| Box 6027, ADVERTISING AGE 


experienced advertis- 
a career where 
opportunity to 


| If you are an 
|ing man interested in 
there is plenty of 


exercise your talents and abilities 
lunder most congenial and modern 
surroundings, and if you can meet 
W.M.C. requirements, write fully in 


about yourself, 
ambitions. 


| confidence, telling us 


your interests, and 
| Box 7096, ADVERTISING AGE 
100 EB. Ohio St., Chicago 11, Tl. 


is open and they appreciate what a good man is worth. 
tunity for advancement and a lifetime job of great security and comfort. 


Write me fully stating age, experience, 


Lawrence H. Selz, 


Chicago 1, 


. . . 
Public Relations Director 
A client, located in a beautiful town three hours from Chicago, wants a 
Public Relations Director who can build and operate a real program to in- 


tegrate them more closely with their community and their customers. 


Salary 
Tremendous oppor- 


present salary and salary ex- 


pected. No personal interviews granted until | answer your letter. 


President, 


Lawrence H. Selz Organization 
— Publicity Counsel — 
221 North La Salle Street 


PHOTOGRAPHER. If you can set up 
your pictures, give artistic touch 
without missing significant detail, 
this growing, well-established ad- 
vertising agency offers permanent 
job with definite advancement op- 
portunity. Newspaper background 
helpful. Write full details, includ- 
ing draft-status, present salary. 
Box 7108, ADVERTISING AGE 


330 W. 42nd St., New York 18, N. Y. 
Cc hicago trade journal publisher 
needs additional editor, advertising 


solicitor, circulation man. All three 
part time temporarily, full time 
later. Give details of qualifications 


including experience, references, sal- 
ary requirements, 

Box 7105, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
ARTIST. Live advertising age ney 
with growing account list offers 


permanent job, real advancement 
opportunity for draft-exempt, am- 
bitious, creative worker on layouts, 


finished art. Write full details, in- 

cluding draft-status, present salary. 
Box 7102, ADVERTISING AGE 

330 W. 42nd St., New York 18, N. Y. 


- ‘ ARTIST 


Commercial, for advertising depart- 
ment of essential industrial concern. 
Should have experience in layout, 
lettering, finished pen and ink, wash 
drawings, paste-ups. Permanent. Lo- 


cation, New York City. State age, 
draft status, experience and salary 
desired. Box 567, Church Street An- 
nex, N.Y.P.O. 


COPYWRITER 


Permanent position open in advertis- 
ing department New York industrial 
concern engaged in manufacture of 
essential, war and civilian materials. 
Real opportunity for someone with 
creative ability, well-grounded in 
advertising fundamentals and ex- 
perienced in preparation of copy for 


industrial trade magazines and di- 
rect mail. Give details of what you 
have done, age, draft classification 


and state salary. 
30x 7104, ADVERTISING AGE 
330° _W. 42nd St., New York | Se. ae F 


POSITIONS w ANTED 


Research, publie relations, sales 
promotion man; specialize small city 
and agricultural markets; 15 years 
experience; high earn- 


newspaper 
ings. 

Box 7101, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
Discharged soldier desires to edit 
House Organ. Reasonable Rate- 
Plans submitted upon request—com- 
plete work handled—Martin H. Wal- 
lach, 622 Atlantic Ave., Atlantic 

City, Ils, oe 
Outstandingly successful young Pub- 
lic Relations man (leading account 
executive for large agency) seeks 
position demanding exceptional skills 
and judgment, executive abilities, 
writing facility, full knowledge of 
public relations and publicity. 
Box 7097, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
Assistant Advertising Manager, 
years American and continental ex- 
perience in direct mail, newspaper 
and magazine advertising, since 1939 
assistant advertising manager with 
nationally known company, wants 
new position (permanent only) as 
assistant advertising manager—art 
director—production man. Unusually 
versatile; high-type layout man, 
knows type, does some art work, 
copywriting, proofreading. Single, 
IV-A. West preferred. 
Box 7095, ADVERTISING 
100 FE, Ohio St., Chicago 11, 
Advertising Space Salesman 
To represent you in the Greater 
Cleveland territory. 39 years of age. 


15 


AGE 
Til. 


Just released from U. S. Army. Over 
20 years with R. L. Polk & Co. 

Box 7094, ADVERTISING AGE 
100 Kk. Ohio St., Chicago 11, Tl. 
PRODUCTION Want to make 
change. Now in production depart- 
ment of prominent agency. Have 
plenty of experience in agency, mag- 


azine publishing and public: ation 
printing work. Future and associa- 
tion now paramount to starting sal- 
ary. Prefer Chicago location with 
magazine or advertising agency. 
| Honorable army discharge. Refer- 
|} ences furnished. 

Box 7090, ADVERTISING 

100 E. Ohio St., 


AGE 
Chicago 11, TI. 


sales 
displays for 


Experience, sniesman 
manager advertising 

merchandising products of national 
advertisers through dealers. Large 
personal volume of sales. Also con- 
siderable experience sales and sur- 
vey drug, stationers and dept. stores. 


Mature experience and conscientious 
worker for interests of employer. 
Exceptional references 

Box 7088, ADVERTISING en 

100 FE. Ohio St., Chicago 11, Ill. 
Need a Sales Manager or Assistant 
with 15 years advertising experi- 
ence Knows how to handle people, 
merchandising and who can really 
represent your company Age 35 

Box 7081, ADVERTISING AGE 

100 EE. Ohio St., Chicago 11, Tl. 

MISCELLANEOUS 

Newspaperman wants extra writing 
or copyreading in spare time. 

Box 7092, ADVERTISING AGE 

100 FE. Ohio St., Chicago 11, T11. 


IGA’s 4-Act Play 
Dramatizes Grocer 
Co-op Buying Plan 


Chicago, Jan. 24.—Representa- 
tives of more than 300 wholesalers 
and retail stores, attending the 
semi-annual merchandising con- 
ference of the Independent Gro- 
cers Alliance of America here last 
week, found themselves an audi- 
ence for a four-act “play” titled 
“Wholesale Leadership,” a pres- 
entation for IGA enacted by pro- 
fessional actors and produced by 
Cramer-Krasselt Company, Mil- 
waukee advertising agency. 

The play, which took up the 
entire session —- expected to be 
IGA’s last for the duration of the 
war—began with an introductory 
talk by J. Frank Grimes, president 
and founder of IGA, who discussed 
the expansion of IGA’s retailer- 
wholesaler cooperative buying- 
and-distributing plan since its in- 
ception eight years ago. 

Three “acts” were then devoted 
to “The Life of George Adams,” 
showing how retailers may in- 
crease their sales through store 
modernization, through use of 
dealer aids prepared by IGA’s 
staff, and through the IGA plan 
for cooperative buying by retailers 
from the member wholesalers. The 
last of these acts explained how 
both wholesalers and retailers can 
save money and _ simultaneously 
sell at lower prices under the IGA 
plan. 


Costs Are Lower 


According to Mr. Grimes, gro- 
cers who buy individually and 
wholesalers who use salesmen to 
contact grocers have operating, 
overhead and other costs, exclu- 
sive of profits, averaging $1.43, 
compared to similar costs to IGA 
wholesalers and retailers amount- 
ing only to $1.16. Savings are 
effected through grocers’ simul- 
taneous, almost identical orders; 
wholesalers’ use, not of salesmen, 
but of supervisors who put up dis- 
plays in the stores and perform 
other services of the kind; by 


consolidation of deliveries by 
wholesalers, etc. 
Mr. Grimes told ADVERTISING 


AcE that since war began the 
number of wholesalers in the or- 
ganization has markedly increased, 
so that at present all but 41 mar- 
ket areas, principally in the South, 
are covered by the plan, There 
are about 200 wholesaler members, 
and IGA represents in all about 
21,400 retail stores. 

Members are encouraged, Mr. 
Grimes said, to buy various prod- 
ucts from only one or a few com- 
panies in any one line of business, 
these producers being selected and 
approved by IGA. Members have 
followed this idea, with the result, 
he said, that about 900 manufac- 
turers have experienced great in- 
creases in sales. With IGA mem- 
bers located from coast to coast, 
he pointed out, manufacturers 
serving them are enabled to ad- 
vertise nationally and conse- 
quently increase their sales both 
through IGA grocers and other 
stores. 


Eby Takes CIO Post 


Kermit Eby, former executive 
secretary of the Chicago Teachers 
peters (AF of L) has been ap- 
| Pointed director of the department 
lof research and education of the 
| Congress of Industrial Organiza- 
tions. 


Newsprint Use Down 
Total estimated newsprint 


sumption for December, 1944, wa. 
284,072 tons, including all kin: ; of 


uses of newsprint paper, the 
American Newspaper Publis ier. 
Association reports. For 194. 4 


was estimated to be 3,242,891 ons 
Daily newspapers reporting ty 
ANPA consumed 205,952 ton. jp 


December, 1944, compared ith 
218,390 tons in 1943 and 274.47) 
tons in 1941. For the year 944 
reporting newspapers used 2,5]. 
096 tons of newsprint, a decroase 


of 13.6% from 1943, and a dro» of 
20.2% from 1941. 


Continental Plugs Pipe: 
During Smoke Shortag~« 


Continental Briar Pipe Com- 
pany, Brooklyn, to help tobacco 
retailers’ sales during the cigaret 
shortage, has launched a campaign 
in 15 national magazines for Royal 
Duke and Emperor pipes. 

Space ranges from one column 
in black and white to full pages in 
color. If the magazine drive 
proves successful, newspapers wil] 
be added. Agency is Duane Jones 
Company, New York. 


Heads Ad Managers 


Ralph Frankis, advertising di- 
rector of the Gazette, Berkeley, 
Cal., has been elected president of 
the northern unit of the California 
Newspaper Advertising Managers 
Association. Also elected were: 
Willard Yates, advertising man- 
ager of the Vallejo Times-Herald 
and News - Chronicle, vice - presi- 
dent, and E. L. Nielsen, advertis- 
ing manager of the Palo Alto 
Times, secretary-treasurer. 


Davison Promoted 


E. H. Davison, regional manager 
of Williams Oil-O-Matic Heating 
Corporation, Bloomington, III., has 
been appointed assistant manager 
of heating sales. 


Wanted.. Mailing 
List Expert? 


Disabled World War II overseas 
veteran who is qualified by practi- 
cal training and experience to han- 
dle mailing list of at least one mil- 
lion subscribers to national publica- 
tion. 

Applicant must be fully familiar 
with Post Office regulations, mod- 
ern mailing list techniques and 
methods—and capable of supervis- 
ing personnel. 

Splendid opportunity for over- 
seas veteran who seeks permanent 
position with promising future. Good 
salary. 

Write fully, describing previous 
mailing list experience and other 
qualifications; enclose photograph 
and military record. Your applica- 
; tion or inquiry will be considered 
confidential. 


Box 6051, Advertising Age 
100 E. Ohio St., Chicago 11, Ill. 


WANTED 
ONE BUSY ACCOUNT EXECUTIV! 


Enthusiastic, energetic, creative young la 
desires position with a future. Exceptior 
record in advertising sales and_ cont 
Knowledge of copy layout production, de 
store, newspaper agency experience. High 


| 


j 


references; college education; equipped 


handle all the details that enmesh the bi 
account executive. Salary $75.00 per we 
Phone ORchard 4-3290, New York. 


experience. 
the better. But we are not, 
business getter. 


hours to arrange an interview. 


WANTED: *20,000 COPYWRITER 


We May Even Pay More If Desirable 


This may be the dream-job you've hoped for . 
New York City advertising agency with nationally- known ac- 
counts and top billings. It’s a job for a crack writer with agency 
If you have had client-contact experience, so much 
definitely not, 


. in a medium-size 


looking for a new 


Please send no samples. Just a letter (which we will consider 
completely confidential, of course) telling what accounts you've 
written, and sketching your education and business background. 

If we like your letter, we will write or phone you within 48 
If we don’t like your letter, we'll 
burn it by midnight of the day it comes in. 

You can be sure this ad is not being run by your present agency; 
all of our copywriters know about it. 

Address: President, Advertising Agency, Box 

Advertising Age, 330 West 42nd Street, New York 18, N. ¥. 
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itie Lulu’ to 


or'< Harder for 
eenex in 1945 


nic.go, Jam. 24. — “Little 
.” ‘he madcap child who has 
» dashing through The Satur- 
Evening Post pages for the 
+ 10 years, and who last year 
a job for Kleenex in Puck— 
Co vie Weekly, has been signed 
Foo e, Cone & Belding, Kleenex 
cy, for a series of 1945 ads 
pear in 30 magazines in addi- 
1 to Puck. ; 
opy for the new series will 
er somewhat from the Puck 
ntment, but not in stressing the 
ues of Kleenex. The new series 
pppearing in January issues, and 
| use two colors in red and 
ck. 
Little Lulu,” creation of Mrs. 
rjorie Buell, is a pretty busy 
d these days, and some of her 
ivities get a plug in the Kleenex 
Early ones, for example, 
ry the line: “Watch for Para- 
unt’s latest ‘Little Lulu’ cartoon 
Technicolor at your favorite 
ater.” 
ulu’s other activities include a 
ies of greeting cards for Hall 
thers Company, a new comic 
‘ik with an initial print of 
000, “Little Lulu” paint books, 
pries of four $1 books, a “Little 
uw’ doll and a “Little Lulu” 
e, William C. Erskine, Copy- 
tt Merchandising, New York, 
hdles the contracts for the busy 
st. 


D-Engineers 
an Panel Talks 


ew York, Jan. 24.—The Com- 
tee for Economic Development, 
operation with leading engi- 
ring societies, will conduct a 
es of panel discussions at the 
mmodore Hotel here Jan. 30, at 
ch time CED will urge busi- 
s men and “leaders with the 
w-how experience for small 
iness”’ to discuss problems on 
s, markets and product design. 
he panel, titled “Wake Up 
erican Business,” will have as 
irman Frank W. Lovejoy, So- 
y-Vacuum Oil Company, New 
k, and main speakers, T. G. 
ywan, market division man- 
r of Firestone Tire & Rubber 
mpany, Akron, and Harold Van 
en, senior partner of Van 
en, Nowland & Schladermundt, 
w York industrial designer. 
ther speakers will be John M. 
1 Horson, manager of Young & 
icam’s new products division; 
bo) Johnson, J. Walter Thomp- 
Company, and David E. Rob- 
Dn, director of research and 
hsurer of Pedlar & Ryan, all of 
m will discuss marketing. 
duct design will be handled by 
S. Bennett, Toledo Scale Com- 
y; W. Paul Jones, Philco Cor- 
ation, Philadelphia, and George 
Nordenholt, editor of Product 
ineering. 


s Erland 


lerle MacAlister, former New 
ewspaperman, has joined 
ind Advertising Agency, New 
head of public relations 
publicity. 


Livingston Agency 

ane Worthington, formerly with 
-Erickson, Inc., San Fran- 
, as joined Leon Livingston 
erising Agency, San Fran- 
0, 6s a copywriter. 


Pencil Points 
first in ARCHITECT circulation; 
t in DESIGNER-DRAFTSMEN 
ulation; first in PROFESSIONAL 
‘HITECTURAL circulation; first 
)TAL PROFESSIONAL circula- 
jet new book “10 FACTS.”) 
Moral for you: 
he largest professional audience in 


e cil Points 


© of Progressive Architecture 
42nd Street, New York 18 


= <= 


Lee Howard Moves 


The Lee Howard Advertising 
Company, New York, including the 
bank display division, has moved 
to new offices at 150 Broadway. 


House Organ Issued 


Stromberg-Carlson Corporation, 
Rochester, has issued the first edi- 
tion of a new radio publication, 
“The Speaker,’ to company dis- 
tributors and dealers. The eight- 
page paper carries statements from 
officials representing all phases of 
operation. 


Promote Derby Sauces 


Glaser, Crandell Company, Chi- 
cago, manufacturer of Derby 
sauces, will use women’s maga- 
zines, magazine sections of 36 
newspapers and leading trade 
journals during 1945 to promote 


its four types of meat sauces to 
housewives, hotels and restaurants, 
and home economists and food 
editors. Earle Ludgin & Co., Chi- 
cago, is the agency. 


Retailers Will Use 1% 
More Radio in 1945 


Advertising budgets of 160 retail 
stores in 38 states, District of Co- 
lumbia and Canada, will include 
an average of 1% more radio dur- 
ing 1945 than last year, 1.1% more 
in direct mail and 1.5% less in 
newspapers, according to the sec- 
ond annual survey of retailers by 
the National Retail Dry Goods 
Association and Editor & Pub- 
lisher. 

Reduced supply of newsprint 
was one of the reasons given for 
the decrease in newspaper sched- 
ules, while radio’s increased efforts 
to interest retailers was a factor 


showed that while 33.7% of the} toward developing trade relations 
stores answering the questionnaire | between Canada and South Amer- 
are reducing newspaper budgets | ica. 

and only 6.8% increasing them, | 
25.6% are increasing radio budgets | 
and 4.4% cutting them down. 


— THE BAKING INDUSTRY MAGAZINE 


Robinson to Sales Post an’. 


J. Homer Robinson, formerly | 
general sales manager of National | ‘ aaa 
Union Radio Corporation, Newark, | 
N. J., has joined American Radio | FACT No. 13 
Hardware Company, Mount Ver-| Annual survey shows 
non, N. Y., as vice-president and | white bread production 


general sales manager. up 11%; cake production 
up 32%; gross sales in- 


a creased 11% in 1944. 
To Canadian Trade Post PY of summary avail- 
able if you wish it. 
W. F. Harrison, formerly with 
Cockfield, Brown & Co., and Mac- | - BAKERS HELPER 330°SOUTH® WELLS "STS 
Laren Advertising Company, To-/§ F708 ‘ecw. 


ronto, has joined the Department | Hi 
of Trade and Commerce at Ottawa, | PUBLISHED EVERY TWO WEEKS 


influencing 1945 plans. ananes | waere he will conduct research 


“He says this ain’t Tokyo... 
maybe we took a wrong furn! 


... and one little wrong turn can land an appliance retailer neatly behind the 8-ball— 
just when he thinks he’s on the Road to Prosperity! 

That’s why successful retailers don’t depend on hunches. They use ROADMAPS. 
Roadmaps in the form of authentic surveys showing the right roads on which to “go 
places”. Surveys like those summarized in January Electrical Merchandising. 


REVIEW & FORECAST 
POST-WAR MARKETS 


1945 


ABOUT THE FARM 
BUSINESS 


LIGHTING 
THE G. I. JOE MARKET 


ING PRE-WAR YEARS 


+S 


A McGRAW HILL PUBLICATION - 


In the January Issue: 


Wired Homes, Home Laundry, 
Refrigerators, Ranges, Radio 
INDEX OF SATURATION, JANUARY, 


WHAT DEALERS SHOULD KNOW 


THE POST-WAR MARKET FOR 
SALES AND RETAIL VALUE OF 
ELECTRICAL MERCHANDISE DUR- 


ACCUMULATED MAJOR APPLIANCE 
DEMAND POST-WAR BY ? ? ? ? 


FREEZER 


wired homes. 


dollar—for the last 


radios. 


Summaries such as an Index of Satu- 
ration, showing just which appliances 
are undersold—and by how much. 

Another guidepost tabulates na- 
tional appliance sales—by unit and 


Others give state by state “satura- 
tion” breakdowns on home ironers, 
washers, refrigerators, ranges and 


Still another totals wired homes and 
farms in every state—and so on—and 


f 44 


Electrical Merchandising gives appliance retailers 
““ROADMAPS” for ’45! 


In addition to its other worthwhile 
features, the January issue includes 
page after page of easily digested sum- 
maries. Summaries of what's what in 
the appliance market — including ex- 
pected appliance demands, from find- 
ings of 121 utilities companies, repre- 
senting over 58 per cent of America’s 


on—giving readers what they need to 
plan winning campaigns. 

There’s even a comprehensive article 
on the G.I. Joe Market. The BIG 
market, which will soon be dispensing 
government loans in exchange for the 
appliances and installations that are 
part of home building. 


Yes, when it comes to true reader 
service, Electrical Merchandising rings 
the gong 12 times a year —and often 
it's a FOUR-BELL gong! 


Here’s where YOU come in: 


This kind of reader service builds a 
responsive audience for advertisers. A 
live audience which sold electrical ap- 
pliances and radios in volume. An audi- 
ence which has voted for Electrical 


Merchandising—SEVEN TO ONE! 


That’s the audience covered by Electrical 
Merchandising’s circulation of over 
25,000. The audience that can shape your 
future prosperity—if you use the pages 
of their magazine to show them how they 
will share in it! 


10 pre-war years. 


ELECTRICAL MERCHANDISING 


330 WEST 42nd STREET - NEW YORK 18, N. Y. 
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Ziff-Davis Contest 
Seeks Model Treaty 


Ziff-Davis Publishing Company, 


and network outlets, is sponsoring 
a radio contest starting shortly 
after Feb. 15 in which listeners 
will be asked to submit model 
peace treaties for World War II. 
Ziff-Davis, publisher of William B. 
Ziff’s “The Gentlemen Talk of 
Peace,” has allocated a $10,000 
prize budget, with sectional win- 
ners receiving up to $750 in bonds 
and national prizes reaching $2,000. 
WAIT, Chicago, and WNEW, 
New York, are the first stations 
to take over local sponsorships. 
The contest will carry no promo- 
tional mention of the company. 


Hastings Promoted 


C. Fred Hastings, assistant gen- 
eral sales manager of American 
Central Mfg. Corporation, Con- 
nersville, Ind., has been appointed 
general sales manager. He will be 
succeeded by Byron C. Wagner, 
formerly in the sales department 
of General Electric Company, 
Bridgeport, Conn. 


Fairchild Plugs 


Packet Plane 


Chicago, in cooperation with local | 


in 1945 Program 


New York, Jan. 25.—First 1945 
advertising by Fairchild Engine 
and Airplane Corporation, appear- 
ing in aviation trade publications 
and general magazines, coincides 
with Fairchild’s announcement of 
the Packet plane, first such ship 
designed exclusively for cargo 
carrying purposes on Army speci- 
fications. 

The C-82, or Packet plane, can 
transport all types of cargo—‘‘box- 
car loads at air express speed’”’— 
and is also designed to carry para- 
troopers, with special facilities for 
jumps as well as for simultaneous 
release of para-supplies. Built to 
“fly long or short distances eco- 
nomically,” it can handle men, 
guns, trucks, ammunition and all 
types of heavy equipment. Copy 
also ties in the slogan for Fair- 
child products—the “Touch of to- 
morrow in the planes of today.” 

Further advertising this year by 
Fairchild will feature the Packet 


from time to time, publications on 
the schedule including Business 
Week, Christian Science Monitor 
Magazine, Fortune, National Geo- 
graphic, Newsweek, New York 
Times Magazine, U. S. News and 
the Wall Street Journal. Agency 
is Cecil & Presbrey. 

Piper Aircraft Corporation, Lock 
Haven, Pa., in addition to two and 
three-seater planes adapted from 
current Army models, plans to 
manufacture a one-seater Sky- 
cycle, selling for $800-$900, and a 
four - passenger Skysedan, prob- 
ably costing $2,995. The latter 
plane, for family use, will have a 
cruising speed of 125 m.p.h., while 
the Skycycle’s cruising speed will 
be 90 m.p.h. 

Piper, which has been using 
national magazines and aviation 
papers since last October to pro- 
mote the ease with which one can 
learn to pilot a Piper Cub, also 
plans other experimental models 
for postwar markets. Agency is 
Hutchins Advertising Company, 
Rochester, N. Y. 


ESSO ISSUES AIR BOOKLET 


New York, Jan. 18.—Esso Mar- 
Keters, affiliated with Standard Oil 


Company of New Jersey, has pre- 
pared a_ booklet, “Community 
Airports and Airparks,” to show 
the relationship of the airport to 
the community for postwar private 
flying. 

Such an airport, as distinguished 
from commercial airports, it is 
shown, can be created with a 
couple of sod landing strips 300 
to 500 feet wide by 2,000 feet or 
less in length, and can include a 
small service hangar and small in- 
dividual storage hangars. Esso 
also envisages the customary hot 
dog stand and parking lot. Such 
an airport also would have ade- 
quate facilities for small commer- 
cial planes of feeder lines. Private 
airplane facilities would widen a 
town’s trading area to 150 miles or 
more. 

It is explained that the nation 
has almost 400,000 pilots, civil and 
military, and one authority has 
estimated that there will be 
500,000 licensed aircraft in the 
United States by 1955. 

The plan will be presented to 
civic leaders personally by the 
Esso people. No advertising is 
contemplated on it at this time. 
McCann-Erickson is the agency. 


“All members of this club. . .”’ 


They have lived in foxholes and split trenches... 
subsisted on K rations and stew from a steel helmet... 


suffered desert sun, jungle damp, unbroken weeks of wet and 
cold, incredible hard work and hardships . . . survived strafing, 
bombs, shells; walked forward, waiting for the bullet bearing their 
name...seen good friends die senselessly, brave men sacrificed... 
killed and lost the fear of being killed... 


= They will come back and settle down to jobs, become staid 
Bi citizens, model husbands, vice-presidents of banks and 
ministers of the gospel... but underneath, will always be 


adventurers, belong to the Lodge of Guys Who Have 
Been There!... And ready-made readers of True. 


True is the magazine for men of 
Ne adventurous mind and awareness of 
the world outside the ordinary ... TRUE finds 
facts beyond the front page, reports the romance 
of reality ... covers the chance-takers, the urgent 
unorthodox, who match convictions with courage, 
make dreams come true often enough to make great stories! 


currently exceeds 500,000 net, virtually all newsstand, at 
25c per copy... offers an all-men audience at lower cost than 
general publications—and unlimited postwar potential . . . For 


Despite limited paper and distribution, True has had 
four years of steady growth, unusual reader loyalty... 


details, ask True...295 Madison Avenue, New York 17, N. Y. 


... the magazine for men 
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FAIRCHILD ANNOUNCES 


The PACKET 


FOR AIR CARGO 


~—caalh vol ution 
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imiodiwastite... ME] be re 
love to Paartold engineers Ed 
So, 
Wal 2 plane tine: «on edition scenes ’ 
sheet dicianis commando flude » pnt, : iecl 
fier Re, sean, trethe, amMberEine Ur .« series of 
a Sach 9 pees i The PACKET. by i. 
a Sirat ot ceainy br ardtberm rigest Bigl« we. 3 ns. 
Fi wing wormeginns. The BRCRET » 5 Out i\inir 
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FOR CARGO—Fairchild Engine & A 

plane Corp. announced its new Pack 

plane with this copy in aviation 4 
general magazines. 


Local ‘Good Willf 
Ads Urged for F'n: 
Flight Schools § 


sepal 
Washington, Jan. 24.—Aeronafiie42, an 


om NI 


tical Training Society, national @mmed 
ganization of private flying schoofmles m 
has urged its 64 member schog™ Febru 
to initiate community advertisig——st unti 
campaigns as the result of a sy@utual. 

cessful local drive for the Cal-Aegm Replaci 


Academy, last fall developed @ue will 
Forrest Doucette, co-publisher 
rand Herald & Outlook, Ontar 
al. 

Mr. Doucette aided Major C. i 
Moseley, president of the acaden 
in preparing a series of three fu 
page ads citing the school’s safe 
record, economy and achieveme 
in four years of training pilots f 
the armed services. Prepared 
“good will” copy, the ads point 
to postwar possibilities for use 
the school in converting milita 
pilots to civilian pilots, for R. 
T. C. training, etc. 

The campaign, ATS informs 
members, resulted in immedi 
response from readers, and simil 
ads were used by Major Mosel 


7. 
+ 


John Do 


g medi 
agazine: 
ed in pi 
gand a 


for two other schools he operat{Furthe 
at Lancaster and Oxnard, Cales poli 
running in several newspapers ture cc 
those community areas. sofar a 
rk” «x 
aller ¢ 
Stephens Heads Hudson: He 
Advertising DepartmentfF°sem 
Henry A. Stephens, forme! ™ er 
assistant to the vice-president §,. Yo. 
the Hudson American Corporatiqiin, ot, 
New York, has been appoiltiin 
manager of the company’s new ods 
created advertising and public The. jet 
lations division at 331 Madi, . id 
Ave. Mr. Stephens was previous; ;,, g 
with Ziff-Davis Publishing Comfy,” 
any, Curtiss-Wright Corporati aii 
propeller division, and Fairban 
Morse & Co. chen 
————— Harry | 
, ars an | 
Cross Joins Moffats Kaste 
George Cross, for severa! yeampsigned. 
advertising manager of (anagnounce 
Dry Ginger Ale Ltd., Toron 9, 4 an 
previously with J. J. Gibbo: s L4 
Toronto agency, has be. 4 _ 


pointed sales promotion é 
vertising manager of Moffe ; 
Weston, Ont. 


AUTOMOTIVE SERVICE IND. 5 


is entering the most prosperous 1 
in its histor Cover this m 
thoroughly w Automotive Di 


VOLUME COVERA 3 
7” x 10” PAGE S125 
LOWEST COST 


Write for Market Study 
*75,000 


AUTOMOTIVE DI 
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Ad 
Ziver.ising Age, January 29, 1949 


oak Reports New 


y'ual Rate Study 
ow Under Way 


New York, Jan. 23.—A new net- 
Sark cate schedule, which “may 
~aaibyolutionize rates as they exist 
day,’ is now in preparation at 
utuel Broadcasting System and 
iJ] be revealed in the next month 
so, Edgar Kobak, MBS presi- 
pnt, declared today at the first in 
series of informal Mutual lunch- 


ns. 
Outlining Mutual’s sales policy, 
hich henceforth will emphasize 
elliing the many advantages MBS 
bs to offer an advertiser,” rather 
han using the usual comparative 
ptwork figures which “obviously 
ve the competitor a plug merely 
pause you mention him,” Mr. 
pbbak announced the appointment 
D. R. Buckham as eastern sales 
anager, on or about Feb. 1. 

A pioneer in network sales oper- 
ions, Mr. Buckham joined the 
les staff of 
EAF, New 
ork, in 1926, 
ter joining 
BC sales. He 
ecame one of 
e original 
bles members 


ine RA 
ew Pack 
ation a 


W ill 


iT f the Blue 
etwork when 
S separated 
om NBC in 
Aeronagme42, and was 


kmed eastern 
zs les manager 
February, 1943, holding this 
st until his resignation to join 
utual. 

Replacing Mr. Buckham at the 
ue will be John Donohue, De- 
troit district 
manager for the 
past four years. 
Pittsburgh and 
Detroit accounts 
he has handled 
will continue to 
clear through 
him. Prior to 
joining the Blue 


D. R. Buckham 


Mu a Sui 
Cal-Ae 
loped } 
lisher 
Ontar 


jor C. 
acaden 
ree fu 
l’s safe 
evemel 
pilots f 
pared 


$ point five years ago, 
or use Mr. Donohue 
milita for 15 years 
‘or R. Bohn Donohue was associated 

with advertis- 
forms #2 media, including newspapers, 


egazines and radio, and special- 
ed in product sales, merchandis- 
Mosela™g and advertising. 


operaf™Further enlarging on Mutual’s 
rd, Cales policies, Mr. Kobak said that 
yapers Mure contracts would be based 
sofar as possible on “full net- 
rk” contracts rather than on 
ialler contracts for 30 or 40 sta- 
idso ms. He spoke of Mutual’s recent 
menti'@ngements to make easier time 
id arance for network programs 
= ye ith such key stations as WOR, 
- ratiaie York, and WGN, Chicago. 
poll ith other network officials, he is 
~~ newge ewing the “mutual” plan of 
ublic ttwork operations as compared to 
Madist her network management plans, 
he fad it said he was not prepared as 
e Col Bag give an opinion on their 
poratiqgg ngs. 
‘a ‘bar 
ohen Leaves Kastor 
Harry B. Cohen, for the past 15 
ars an account executive with H. 
Kastor & Sons, Chicago, has 
yeasigned. No future plans were 


ana@@™nov need, 
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3-Year Woodpulp 
Shortage Forecast 


for Postwar Era 


Washington, Jan. 25.—To a pa- 
per story surrounded by gloom, 
the Department of Commerce con- 
tributed the prediction today that 
the wood and wood-pulp situation 
will continue tight for at least 
three years after the end of the 
war in Europe. 

While most publishers were 
worrying about their paper sup- 
plies for April of this year, W. Le- 
roy Neubrech, chief of the Bureau 
of Foreign and Domestic Com- 
merce paper and pulp unit, warned 
that world-wide depletion of pulp 
supplies will mean a world deficit 
of 1,000,000 tons of paper and 
paperboard during the first year 
after Germany falls. 

WPB remains non - committal 
about rumors of a second quarter 
magazine slash, but no optimism 


is evident. Cuts ranging from five 
to 15% are mentioned, depending 
on the many factors which will 
not be explained until the industry 
advisory committees meet next 
month. 

With pulp production in this 
country falling off, and munitions 
schedules stepping up, industry- 
wide expectations of new difficul- 
ties appeared to be justified, par- 
ticularly since selective service 
boards are becoming more critical 
of farm labor, often borrowed for 
pulp purposes. 

In his post-V-E Day forecast, Mr. 
Neubrech said that the 1,000,000- 
ton surplus the second year after 
V-E Day will be largely absorbed 
in rebuilding inventories, so that 
it will not be until the third year 
after V-E Day that the world pa- 
per market will show an actual 
surplus. 

Pulp Demands Listed 

Consumption needs for paper in 


the United States during the first 
year after V-E Day are estimated 


at 22,522,000 tons, or 68% of ex- 
pected world consumption. Mili- 
tary needs remaining high for the 
Pacific war, will take nearly 20% 
of U. S. paper the first year. 

U. S. needs will fall 1,500,000 
tons the second year, but require- 
ments elsewhere in the world will 
rise 2,000,000 tons, eating into a 
2,600,000-ton rise in production. 
During V-E Day plus three years, 
U. S. needs will be 21,731,000 tons, 
an increase of 700,000 tons over the 
preceding year. 


Name Bozell & Jacobs 


Bozell & Jacobs, Inc., Chicago, 
has been appointed to direct ad- 
vertising for Curran Chemical 
Arms Company, insecticides and 
deodorants; Aragon Artware Com- 
pany, beverage coasters; Relax 
Mfg. Company, backrest and boat 
seats, and Triangle Mfg. Company, 
scouring pads, all Chicago. Direct 
mail and trade publications will 
be used. Raymond F. Smythe is 
account executive. 


45 
National Carbon Elects 


C. O. Kleinsmith, former gen- 
eral sales manager for Eveready 
products of National Carbon Com- 
pany, New York, has been elected 
a vice-president. The company 
also appointed D. B. Joy as gen- 
eral sales. manager for carbon 
products and R. P. Bergan to the 
same position for consumer and 
related products. 


Chicago 


Hournal of 


THE DAILY BUSINESS NEWSPAPER OF THE 
NATION'S GREATEST INDUSTRIAL AREA 


Buyer F 


PRINTING PRODUCTS CORPORATION 


Equipment and 


SPECIALISTS IN THE PRINTING OF 


CATALOGS ¢ PUBLICATIONS 


and printing requiring the same kind of equipment and organization to produce, 

such as Booklets, Price Lists, Flyers, House Organs, Convention Dailies, Proceed- 

ings of Conventions. Directories, College and Institutional Year Books, Paper 
Covered Books, Larger Quantities of Circulars, ete. 


HERE is a large volume of the kind of printing Printing Prod- 
ucts Corporation is best equipped and organized to produce, so 
if in doubt, it is best to write or phone what is wanted and informa- 


Organization is 
Printing Counsel is 
Advertising Counsel is given on Methods, Copy and Illustrations. 


Should Know What 


Can Do For Them 


given on Economical 


tion will be promptly given. 


Here is complete equipment and organization to handle all or any 
art of printing orders in which we specialize — from ILLUSTRA- 


TIONS and COPY to MAILING. 


Printing Products Corporation has system. No orders get lost or side- 
tracked. Each order is assigned to an experienced executive who watches 
and follows the order from receipt of cuts and copy until delivered. 


Business methods and financial standing are the best, which state- 
ment is supported by customers, supply houses, credit agencies, First 


National Bank of Chicago and other banks. 
rates Printing Products Corporation and associates over $1,000,000 highest 


standing. 


because of up-to-date equipment and best workmen. 


PROPER QUALITY 


NATIONAL AND LOCAL 


Operation is Day and Night. 
Production and Proper Quality. 


Dun & Bradstreet, Inc., 


setting. 


desired. 


A large, efficient and completely 
equipped printing plant. 
(The former Rogers & Hall Com- 
pany plant) 


New Display Type 


for all printing orders. 
Clean Linotype, 
Monotype and Ludlow type- 


All Standard Faces 


of type and special faces, if 
Good Presswork — 


one or more colors. 


Facilities for Binding 


as fast as the presses print. 


QUICK DELIVERY 


:  beeause of automatic machinery and day and night operation. 


RIGHT PRICE 


because of superior facilities and efficient management. 


A printing connection with a large, reliable printing establishment will 
save much anxiety regarding attentive service, quality and delivery. 


WE ARE STRONG ON OUR SPECIALTIES 


on 


LUTHER C. ROGERS PRINTER SPECIALISTS 


Chairman and 
Artists «+ 


(THE FORMER ROGERS & HALL COMPANY) 


Management Advisor 
L. C. HOPPE 
First Vice-President, 
Assistant Chairman 
and Managing Director 
A. R. SCHULZ 
President and 
Director of Sales 


Engravers * 


Electrotypers 


Telephone Wabash 3380—Local and Long Distance 


POLK AND LA SALLE STREETS, CHICAGO 5, ILLINOIS W- ©. 


Mailing and Delivery 
service as fast as copies are 


completed. 


A SAVING is often obtained 
in shipping or mailing when 
printing is done in Chicago, 
the great central market and 
distributing point. 


Fivoducls Corporation 


H. J. WHITCOMB 
Vice-President and 
Assistant Director of 
Sales 
L. C. HOPPE 

Secretary 
FREELAND 
Treasurer 
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, vy iv U Ad , 
distribution, labeling and grading. i S ‘ 
No OPA Changes [it esd ee nae“ |Fact Gatherin Se Sieur, “Gyahaes HN Ba 
Till V E D T “Being organized, labor well Thomas. This would require th, De 
we | . ay, 1wo nay onthe $6 SUES mate, veoniy President to estimate the nimb¢ 
at fed-up feeling than the s of jobs that would be availa}, 
™ unorganized consumers who just B p d f d each year on the basis of fo: ecased 
Food Groups Hear sit in their living rooms and gripe. oom re iC e of consumer spending and nits an 
Chicago, Jan. 25.—The nation’s|Of course, people get a secret investment. Government  woy] 
wartime food problems, and post- | feeling of sinful pleasure in being then spend enough to establish, . 
war plans for maintaining the|Persuaded to buy something they n er a ace total national product sufficient Mv a 
| American table at its high leyel + ool need pA —e a ce Pwr large to insure “full employment i 
of nutrition and value, were out-|ey can aliora, on’ n Washington, Jan. 25. — Fact-| | 
lined this week at meetings held|they mind being ‘traded-up,’ as seta tat interpreting units of Warns Against Deflation (C 
by the National American Whole- | marketing experts call it, but they|the Department of Commerce are| Warning that we must neyegm identifi 
sale Grocers Association and the|resent the din and the dun of the| que for “boom times” under Secre-| again get into a spiral of unen,fm for the 
United Fresh Fruit & Vegetable | modern long-distance way of doing|tary-Designate Henry A. Wallace,| ployment and wage deflation, \, se 
Association. it. . . I begin to get the notion| .taff members believe, in view of | Wallace told the committee’ thag™ ce? \e4, 
Six general conclusions on ter-|that I’m not alone in resenting) Mr. Wallace’s well known idea | we can only have full employmengl N: ®: 
minations of OPA controls, drawn |and resisting this type of robot! that the department must be in a|if we maintain “an expanding 2° D, 
up in meetings between OPA and |Trat-bait. Which is too bad, if true, | position to take the leadership in|economy.” To that end he urgeqfM 2PP°°V 
food industry officials, were enu- | because advertising in some useful| geveloping new markets for busi-| The government “share the ris Sete? 
) merated by E. F. Phelps Jr., price|and really convincing form will ness, of loans to small business and ney 2". | 
: executive of OPA’s wholesale-re-| have a job to do in this postwar} Completely outside the con-|enterprise, the loans to be madgg te lik 
tail and fruit-vegetable branches.| World of full production and em-|troversy surrounding the Wallace | through regular banking channel PPOCUS 
: Be These are: (1) That the OPA can- |Ployment. ' : appointment is the secretary-| America must remain the lang™ 2° © 
not foresee what will take place| Air transportation of fruits and|qesignate’s extensive plans for | of high wages and efficient produc 240¢°# 
. THIS RICH when the war in Europe ends. (2) | vegetables was one of the main| strengthening long-range planning | tion. ards, | 
Is Price control will be lifted item by| topics discussed at the UFFVA| and statistical work within the| We must have complete freedongm "0S" 
item, commodity by commodity, or|conference. It was pointed out) agency, in order to provide de-|of competition at home ang 0! 
by groups of commodities. (3) OPA| that air delivery of fruits and| tailed information on market con- | abroad. turers. 
must be prepared for possible | vegetables will utilize the 100,000 | ditions here and abroad. The secretary-designate preg COPSU2 
markup adjustment in the transi-| military planes expected to be! To be sure, Mr. Wallace’s in-|dicted that the Department ogg ine th 
j tion period when sales volume be-| available if the war lasts through | terest in the health of business is |Commerce would take the leaderfg _ Mos 
gins to fall off. (4) OPA will have | 1945. subservient to his over-all belief |ship in promoting American prog 2 ‘he 
to control both inflationary and oar that his ideal America requires |ucts abroad after the war, but hag 2!” » 
deflationary trends _ ie Euro- NOAB Reelects Ewald; “full employment” and “an ex-|warned that eventually we wil Fi Lil 
F pean war phase. e . anding economy.” have to import more than we ex - 
j price division feels that wholesale- Names Ellis and Paver * ‘ = port. Given “stable world condigg Nutrit 
retail controls should be lifted! Henry T. Ewald, president of Tells Economic Belief tions,” he estimated that export Upjobi 
whenever such action is taken at|Campbell- Ewald Company, was} In so many words, he told the | Will reach $10,000,000,000. mr 
the grower or manufacturer level. | re-elected chairman of the board| Senate commerce committee today peer 
(6) The principle of cost absorp-|of directors of National Outdoor| that “the welfare of the individual Lists Opportunities Lag 
tion must be applied to the dis-| Advertising Bureau at its annual] worker is wrapped up in the well} Mr. Wallace said an “expanding anil 
tributive trades as it already has| stockholder meeting in New York being of private enterprise, and |economy” would mean $20,000, pecs 
been applied to producers and/last week. : . the well being of private enter- | 000,000 in industrial constructio woe 
manufacturers. The only changes in the list of| prise rests on the welfare of the|each year; 2,000,000 housing unit purch: 
Advertising Attacked 27 directors elected for 1945 were | individual.” a year; improved public health] } and, 
; the election of J. H. S. Ellis, presi-} As former Secretary of Agricul-| and the recognition of the so-calle and tt 
Declaring that labor’s postwar/dent, Arthur Kudner, Inc., to re-|ture, and the political idol of la- | “economic bill of rights,” assuring pone 
demands are for high wages, with | place the late Mr. Kudner, and the| por, Mr. Wallace paints his task|job and educational opportunitie Vita 
products priced so that the people | addition of John Paver, recently|as the job of creating a healthy | to all. $179.8 
can buy as much as they produce, | elected vice-president and general] atmosphere in which business can| Most of Mr. Wallace’s criticis vitae! 
Donald E. Montgomery, consumer | manager of NOAB. In addition to| create “more jobs than there are |dealt with current business prac $76.07 
counsel, U. A. W., CIO, lashed out| Mr. Paver’s election as an officer, | workers.” Only when we have |tices on the drying up of “char ~- th 
at advertising as a contributor to|Fred J. Evans was named vice-| 60,000,000 jobs, he says, can work- |acter loans,” which he said wef vi. ¢ 
unfair pricing, and an obstacle to | president. ers and farmers enjoy security. no longer available from loca aed = 
el To this end, Mr. Wallace pro-|banks. “If policies instituted b Ivey « 
fn, 2 poses to do as Secretary of Com-| federal bank examiners operate@j y fy | 
merce about the same things for|in the first 10 years of this cen $2500 
business that he did for agricul- |tury,’’ he warned, “we would havé McKe 
ture when he was head of that |no automobile, electrical or chem cludin 
department. ical industries today.” We mus 
FW AVPSHA/RE § As Secretary of Agriculture, he | have new credit opportunities fof ‘ 
established close contacts between |the small business men of today AM 
the government and the farmer, | who are the Fords and Edisons of] 44 _ 
building the complicated maze of | 1970.” induce 
agricultural aids designed to guar- ——_—_ they | 
antee that farmers will get a fair! Bens Transcribed Shows such 4 
; After February 1, WJZ, Bhd Gourk 
Urges ‘Job Insurance Network outlet in New York, will jody 
Whether he would go so far as nag volo Bg conga O34 displa 
to advocate “sales insurance” for |‘ aad 15 enldnlane Sebo 1 adver’ 
business as he advocates “crop in- os ee ent, . indica 
surance” for farmers, the com- eo cena be i oe ee may — 
ay merce committee did not learn. nes te ‘bed. od a al provic 
— government underwrite “job in- a the station’s prosrems Twa out de 
surance” by building a reservoir tr P fest, : On 
: : ; anscribed programs, one spon 
of public works projects which sored by Curtis Publishing Com Bot 2 
could be tapped when the Com- Philadel hia, and the othell tell’ 
merce Department estimated that soy tf Pie pe any Warren, Pay scribe 
employment would drop to below os et ‘ re by “hi 
re] 57,000,000 jobs a year for Piso cough syrup, will be 4 Vimm 
— alegre: apaee lowed to continue until the end ol A _Dar 
In his testimony, Mr. Wallace current contracts a 
L k 4 presented himself as the staunch . pany’ 
ook to advocate of “free enterprise.” His ' _ The 
public works, tor instance, would |Soo Line to Foulke; ing p 
be carried out rivate contrac- . appro 
N E Ww H A mM P Ss H I R E tors hired by the p adeeedie g us- Gould Joins Agency by Ak 
ing labor hired at prevailing rates. The Minneapolis, St. Paul an@j for ey 
He wants no WPA. Sault Ste. Marie (Soo Line) railqj “accey 
Look now to a market where solid, rock-ribbed planning... Yankee in- “The most sinister foes of free|road has appointed the Foulk@™j Squib 
genuity and determination ...has meant so much. Manchester and the ee Mr. agp = 0 anen Raemmpgsty aeaua, to handle it ‘ st, 
lasias acmelam gind I i those who pay lip service to the | advertising. ave 
8 rats ws NO se vip gs shy aan aoe sp ond idea, but every time an anti-trust Eugene H. Gould,  formery po 
ey: ee ee ee ee) ee eee. oe eye ee prosecution begins, yell ‘persecu- | copywriter with the Ralston Pu@ bo‘h | 
solid, promising greater employment and greater incomes... tion.’ ” rina Company, St. 


This is where Space Buyers, disttibutors and others 
seeking sound, resultful markets should look... 
look with confidence and assurance. 


The secretary-designate warmly 
advocates the “job budget” prin- 


Louis, hagg “e hic 
joined Foulke and is accoun ¢x I 
ecutive on the Soo Line account. 
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FACTS ... for those who plan! 
The Manchester Union- Leader 
has a circulation of 42,351... the 
State’saccepted Metropolitan daily. 
It has much more, which you can 
quickly read in a new portfolio, 
\ } “Plus Services — that help sell 


hy . areas your campaign”. 
The Branham Co. 
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CENTRAL OHIO'S O- -Y 
CBS OUTLET 
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Advertising Age, January 29, 1945 


Expanded Vitamin 
Campaigns Reflect 
Makers’ Troubles 


(Continued from Page 1) 


identify, made extravagant claims 
for their products (AA, Sept. 4). 

‘he only mixtures so far ac- 
cepied for inclusion in its “N. and 
N. R.” are those of Vitamins A 
anc D, and the B group, which get 
approval because they occur to- 
gether naturally im some _ such 
form as cod liver oil, yeast and 
the like. The only companies that 
produce those mixtures, however, 
who can and do advertise in papers 
adhering to the Council’s stand- 
ards, are those which the trade 
recognizes as “ethical” houses, as 
contrasted with “lay” manufac- 
turers. “Lay”? houses advertise to 
consumers; “ethical’ houses con- 
fine their promotion to doctors. 

Most vitamin sales this year, as 
in the past, will be made of “ethi- 
cal” house products. Manufactur- 
ers include Abbott Laboratories, 
Eli Lilly & Co., Parke, Davis & Co., 
Nutritional Research Laboratories, 
Upjohn Company, etc. 

Spokesmen for both types of 
manufacturers agree that, of a 
possible $200,000,000 annual vita- 
min volume, between 50 and 80% 
results from physicians’ or sur- 
geons’ recommendations; that most 
medical practitioners recommend 
purchase of the “non-commercial” 
brands made by “ethical” houses, 
and that the brand-name varieties 
are usually cheaper. 

Vitamin sales in 1943 totaled 
$179,850,000, of which multiple 
vitamin preparations accounted for 
$76,076,931, and for the first eight 
months of 1944 sales of the multi- 
ple type were $69,990,763, accord- 
ing to Ted Strong, vice-president, 
Ivey & Ellington, Inc. I&E and 
J. D. Tarcher & Co. will handle a 
$2,500,000 campaign this year for 
McKesson & Robbins’ products, in- 
cluding Bax, a multiple vitamin. 


Should Consult Doctors 


AMA and “ethical” houses con- 
tend that consumer advertising 
induces persons to buy vitamins 
they don’t need, and to rely on 
such purchases instead of consult- 
ing physicians. Incidentally, the 
Council allows makers of accepted 
products to place posters and other 
display material in drug stores to 
advertise company names and to 
indicate that accepted products 
may be purchased at the stores, 
providing the material does not 
suggest that consumers buy with- 
out doctors’ prescriptions. 

On the other hand, AMA does 
not attempt, its officials say, to 
“tell” doctors not to use or pre- 
scribe the use of vitamins made 
by “lay” houses, such as Lever’s 
Vimms, Miles Laboratories’ One- 
A-Day, and Vick Chemical Com- 
pany’s Vitamins Plus. 

_ The Council’s rules on advertis- 
ing permit it to put its seal of 
approval on some vitamins made 
by Abbott and E. R. Squibb & Son, 
for example, although it does not 
“accept” Abbott’s Vita- Kap and 
Squibb’s Vigran, for the reason, at 
least, that those are mixtures and 
have “objectionable” names. 
pokesmen for companies of 
both types seem to agree that the 
“e hical” houses obtain favor for 
their products by giving free sam- 
y of medicine to doctors, by 
puolishing house organs, etc. To 
‘lay” houses, this means the “eth- 


In addition to plans to increase 
postwar circulation of Life from 
4,000,000 to 9,000,000, or the pres- 
ent domestic total of the Reader’s 
Digest, Time, Inc., is working very 
hard on “Magazine X,” which 
would become America’s “first 
mass magazine.” Best reports are 
that it would be a combination of 
American Home, Better Homes & 
Gardens and The Saturday Eve- 
ning Post—doubtless with a dash 
of Time-Life thrown in. Mean- 
while, Life, speaking the universal 
language of pictures, would follow 
OWI’s Victory around the world. 

eo co % 


In at least one city, Lever Bros. 
has suggested the idea of split- 
run copy tests—not on the usual 
national ads, but on copy blocks 
inserted into local dealer copy. 

oo * * 

Despite continuing and increas- 
ing merchandise shortages, inside 
opinion in the retail field is that 
retail sales for the first half of 


1945 will equal or exceed the 1944 
record, when six-month sales were 
29 billion. The increase, perhaps 
bringing the six-month total to 30 
billion, will probably be in dol- 
lars, and not in units. And what 
happens during the remainder of 
the year will depend almost en- 
tirely on the military situation. | 
* * br 


Wm. Wrigley Jr. Company, Chi- 
cago, whose shrewdly calculated 
merchandising moves make head- 
lines in war as well as peacetime, 
is completing plans and copy for a 
new message, via Arthur Meyer- 
hoff Company. It may use an ex- 
tensive list of newspapers. Wrig- 
ley’s standard gum brands have 
been off the civilian market for 


months. 
* a ok 


Illustrations of women and chil- 
dren, even though of a patriotic 
nature, on posters erected for An- 
heuser-Busch, St. Louis, forced the 
company to cancel a five months’ 


showing in metropolitan areas of 
Ohio. The state liquor control 
board notified the brewing com- 
pany such illustrations are banned 
by the board’s ad rules. 


Sunkist Educates Public 


During Winter Season 

To advise consumers of the 
health value of Sunkist oranges, 
California Fruit Growers Ex- 
change, Los Angeles, is placing a 
December through April campaign 
in 223 daily newspapers in 157 
markets, The American Weekly, 
This Week Magazine, the First 
Three Markets Group, and na- 
tional magazines. 

Street car cards in 93 markets 
and outdoor posters in five metro- 
politan markets back up the edu- 
cational drive, with subway and 
elevated posters added in New 
York and Chicago. Agency is 
Foote, Cone & Belding, Los An- 
geles. 


Monogram Maps Drive 
Monogram Pictures Corporation, 
Los Angeles, through Weise & 
Geller, New York, will use news- 
papers, outdoor and spot radio in 


47 


a national campaign promoting 
“They Shall Have Faith” afid “Dil- 
linger.” The drive will open as 
soon as theaters can be signed for 
the pictures. } 


Gottlober Named 


Philadelphia Forum Magazine, 
official publication of the Phila- 
delphia Forum, has appointed Sig 
Gottlober, director of Concert Pro- 
gram Magazines, as advertising 
representative. 


« Was A COMPETI To, 


BROWNE 


ical” houses spend money that 
otherwise would be spent on ad-| 
ve tising. 


Pencil Points 


he Magazine of Progressive Architecture | 


30 West 42d St. New York 18 | 


PUBLIC SERVICE...AN OBLIGATION, A PRIVILEGE, AN OPPORTUNITY 


We couldn’t bring them home in per- 
son...so we did the next best thing by recording 
greetings of hundreds of Southern California serv- 
ice men overseas. In this way many families had the 
greatest ‘‘surprise package”’ of all by tuning to KFI 
on Christmas Day. 


Yes... from Europe... from the South 
Pacific... from Alaska... from South America... 
from a dozen battle stations over the globe Southern 
California sons and daughters were sought out by 
KFI representatives to send a Christmas message to 
their folks at home. 


Such local programming in the inter- 
est of public service has long guided KFI’s operation 
... has long been the reason for KFI’s undisputed 
leadership in Los Angeles. 


Note: A telephone recall survey showed 
that KFI’s audience for this Christmas Day observance 
was equal to that of all other fifteen Los Angeles sta- 
tions combined...was four times that of the second 


ranking station. 


KFI 


Their Vocces Comme 


For Christmas! 
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broadcast. 


. NBC for LOS ANGELES 


50,000 WATTS + CLEAR CHANNEL + 640 KILOCYCLES 


EDWARD PETRY AND COMPANY, 


INC., NATIONAL 


“Merry Christmas 
from Overseas’ 


To make this Public Service Pro- 
gram possible, KFI went Christmas 
shopping early. For many weeks 
prior to Christmas Day, the voices 
of Southern California G.I. Joes 
and Janes went into recording 
“mikes” throughout the various 
Theatres of War. Many of these 
transcriptions were then flown to 
Los Angeles by the Air Transport 
Command...others were short- 
waved to KFI and recorded for re- 


From 6 A.M. until midnight on 
Christmas Day, KFI cleared time 
in every local program...and all 
commercial station breaks were 
cancelled ...so that Southern Cali- 
fornia families might hear these 
Christmas messages from overseas. 
As a memento of the occasion, in- 
dividual recordings were sent to the 
family of each boy or girl whose 
“voice came home for Christmas.” 
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48 
Heads Rail Ad Group 


Harry Frier, publicity director 
of the Chicago & North Western 
Railroad, has been elected presi- 
dent of the American Association 
of Railway Advertising Agents. 


Fleming to New Agency 


Robert M. Fleming, program 
director of WCKY, Cincinnati, has 
resigned to become radio director 
of Stokes - Palmer - Dinerman, 
newly formed Cincinnati agency. 


The 
building market is 


_architect-controlled. 


&I 
lic 


book ‘10 FACTS"’ tells 
about it. Write for copy. 


Menitect FIRST in your 
advertising. Use esis 


= 
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Pencil Points 


The Magazine of Progressive Architecture 
330 West 42d St., New York 18 


Paper Shortages 
Hit Big Dailies 
Hardest in 1944 


(Continued from Page 1) 


shortages, a decline of more than 
14%. 


Split Runs Counted Twice 


Greatest advertising linage for 
1944 for all newspapers, both six 
and seven day, was carried by the 
Chicago Tribune, which Media 
Records credited with 21,972,616 
lines, almost 3,000,000 lines below 
the Detroit News’ 1943 total. Even 
this figure is somewhat inflated, 
since it includes 2,173,646 lines of 
split-run advertising, which were 
counted twice by Media Records. 
If a retail store ran 1,500 lines on 
a split-run basis, half of the edi- 
tion carrying copy for one depart- 
ment and the other half copy for 
another department, Media Rec- 
ords credited the paper with 3,000 
lines. Therefore, the “adjusted” 


Meet WHB’s 


At WHB we've always called the 
sales department the “Client Service 
Department” —simply because that’s 
the purpose of our salesmen: to 
serve our advertisers. 


For eleven years, Ed Dennis was our 
top peees. He graduated from 
the University of Kansas one cool 
June evening—and went to work for 
WHB's Don Davis the next morning. 
Never had any other job, prior to en- 
listing in the Navy in 1942 as second 
class yeoman. 


It's i of Ed that the Navy rec- 
ognized his merits,too,and promoted 
him recently to Lieutenant (j.g.). Ed 
Says it’s mee good to get back in 
pants with pockets. We look for- 
ward to the day when Victory is won, 
and we can get Ed back to WHB! 

If he were here, instead of at sea, 
he’d probably be telling you enthu- 
siastically about three great new 
shows on WHB for 1945. 


tae 


Fd Dennis — 


whose present “client” is Uncle Sam! 


“SONG and DANCE PARADE” —with RUSH 


HUGHES. A full hour of popular recordings, 
broadcast Mondays through Saturdays at 2 
p.m.—with popular Rush Hughes of KWK 
as Master of Ceremonies. This program took 
KWK from a 1.5 to a 4.9 Hooperating morn- 
ings in St. Louis—and it has already wona 
4.2 in Kansas City ! Quarter-hour participa- 
tion sponsorships available, 3 to6 days weekly. 


“THE FIRST FIVE’—with RUSH HUGHES. 
Kansas City’s “best seller’ records, as re- 
ported daily by leading retailers—together 
with their “‘platter mates’’, some fascinating 
and rhythmic “‘extras’’...and the voice of 
Rush Hughes! Forty-five minutes nightly, 
Mondays through Saturdays, at 6:15 p.m. Ask 
Don Davis for participation availabilities. 


“MARY JANE ON PETTICOAT LANE’. 
Daily half-hour shopping program, with style 
news and music, featuring merchandise of- 
fered by stores and shops on Kansas City's 
famous ‘‘Petticoat Lane’. Spots available 
for minute transcriptions about products 
used by women. Mondays through Fridays, 
11:30 a. m. to 12 noon. 


If you want to sell the Kansas 
City market, WHB is your happy 
medium! 


For WHB Availabilities, ‘Phone DON DAVIS 
at any of these “SPOT SALES” offices: 


KANSAS CITY ..... 


CHICAGO ..... 
HOLLYWOOD .. 
SAN FRANCISCO 


Wichita 
Kansas 


Kansas City + 
Missouri 


NEW YORK CITY . . . 400 Madison Avenue . 


Scarritt Building ..... HArrison 1161 

. « Eldorado 5-5040 

360 North Michigan ...... FRAnklin 8520 
Hollywood Blvd. at Cosmo . . HOllywood 8318 
i<+oee 5 Third Street ..... EXbrook 3558 


KEY STATION for the KANSAS STATE NETWORK 


Great Bend «+ 
Kansas 


* Salina «+ 
Kansas 


Emporia 
Kansas 


Tribune total was 20,885,793 lines. 

The first 15 papers (both six 
and seven day) in total advertis- 
ing, with the linage shown for 
them by Media Records, are as fol- 
lows: 


Lines 
1. *Chicago Tribune—M&S... 21,972,616 
2. Milwaukee Journal—E&S8.. 21,311,143 
3. Washington Star—E&S... 20,967,738 
4. New York Times—M&S... 20,771,275 
5. Detroit News—E&S....... 19,312,567 
6. New Orleans Times Pica- 
yune and States—M&S.... 18,706,649 
7. Baltimore Evening and 
BumGAs GUM cc cwcccdcsaces 18,663,593 
8. Philadelphia Inquirer— 
Are Fey Pere 18,129,118 
9. Dallas Times-Herald— 
Se eet Fees eye ree 17,599,209 
10. Houston Chronicle-——E&S.. 17,536,734 
11. *New York News—M&S... 17,226,742 
12. New York Herald Tribune 
vrs, LE EAT 16,604,326 
13. Washington Times-Herald 
a er eee 16,489,756 
14. Indianapolis Star—M&S .. 16,200,333 
15. Pittsburgh Press—E&S.... 16,007,784 
*Includes split-run advertising. “Ad- 


justed”’’ figure for Chicago Tribune: 20,- 
885,793; for New York News: 16,107,414. 
In general—that is, national— 


advertising, the first ten leaders 
among weekday morning papers 
were: 


Lines 

a eS eee 2,909,001 
2. Baeltivmore MOn .....ses.ss 2,402,823 
3. New York Herald Tribune 2,326,833 
4. Washington Post ........ 2,246,419 

Toronto Globe & Mail..... 2,159,982 
S. eReRePtReOe 4 chiar ds eds 2,153,214 
6. New Orleans Times-Pica- 

FR au hen ta deewaeukiacvas 2,151,748 
7. Washington Times-Herald 1,992,736 
S. New York Times... . 2.3% 1,932,158 
9. Chisago TriBUNe .. 2... 1,863,245 


10. *New York News......... 1,861,703 


*Includes 580,343 lines split-run adver- 

tising. “Adjusted” figure: 1,571,531. 
The first ten leaders among 

weekday evening papers in general 


or national linage were: 
. Lines 

i. Bosten Traveler «.....0s.. 2,968,040 
2. Chicago Daily News...... 2,944,402 
Monmtreml Btar ...cccciees 2,640,010 
Montreal La Presse....... 2,638,953 
3. Cincinnati Times-Star.... 2,594,374 
ee. ke ere 2,459,490 
i J eeeeOPe WM wens dccdass 2,393,660 
6. New York World-Telegram 2,296,411 
7. Indianapolis News ....... 2,287,145 
CF Memark MOWe ....ccccccce 2,283,289 

9. Philadelphia Evening Bul- 
MY. titan ater eee eee dae 2,271,924 
10. Washington Star ......... 2,247,566 
The top ten in general or na- 
tional advertising among Sunday 

papers during 1944 were: 

Lines 

lL. New Tect TUMnes. oo .ccecn 2,228,606 
2. New York Herald Tribune 2,174,346 
3. Cleveland Plain Dealer... 1,856,827 
4. CRBGRe: BWHOONS 2.45 bi oens 1,783,115 
5. Los Angeles Examiner.... 1,505,284 
6. San Francisco Examiner... 1,476,518 
7. Buffalo Courier-Express... 1,473,014 
8. Chicago Herald-American. 1,446,872 
9. Seattle Post-Intelligencer. 1,433,001 
417,896 


10, Philadelphia Inquirer..... 1 


N. Y. Life Commemorates 
100 Years with Drive 


New York Life Insurance Com- 
pany is starting a nationwide drive 
in 320 newspapers in 226 cities to 
commemorate its centennial anni- 
versary on April 12. The drive will 
start the week of Jan. 29 and run 
a few weeks beyond the 100-year 
date. 

Illustrations of babies and brides 
by leading artists will highlight 
the 680-line ads, which will be 
dedicated to the family and New 
York Life’s 100 years of “protect- 
ing the family and serving the na- 
tion.”” Agency is Compton Adver- 
tising, New York. 


Names Klemtner Agency 


Harrower Laboratory, Inc., 
Glendale, Cal., recently purchased 
by Lambert Pharmacal Company, 
has appointed Paul Klemtner & 
Co., ethical marketing organiza- 
tion, Newark, N. J., to direct ad- 
vertising. 


Fair Tax Laws, 
New Ideas Needed 
Postwar, NAM Told 


Cincinnati, O., Jan. 25.—Indus- 
trial accomplishments of the fu- 
ture will depend chiefly on the 
framing of tax laws to encourage 
business expansion; encouragement 
of industry to develop new ideas 
and put them into effect, and closer 
cooperation between management 
and labor, the National Association 
of Manufacturers was told at its 
Golden Jubilee convention here 
yesterday. The group was formed 
in Cincinnati 50 years ago. 

Henning W. Prentis Jr., director 
and former association president, 
and president of Armstrong Cork 
Company, Lancaster, Pa., declaring 
that the day’s greatest issue is 
competitive enterprise vs. a 
planned economy, said that the na- 
tional job budget program, favored 
by President Roosevelt and Henry 
Wallace, is the first step toward 
state socialism. 

“T want full employment after 
the war, and industry, if encour- 
aged, will do its full share toward 
achieving it, but to achieve it by 
the proposed job budgeting pro- 
gram will be impossible,” he said. 


Approves Public Works 


“We will need public works to 
help in the employment program, 
but our main reliance must be on 
private business and _ initiative. 
We approve government regula- 
tion of business to secure fair play, 
but government control of business 
is something different,’ Mr. Pren- 
tis added. “The system must be 
revamped to encourage postwar 
enterprise and give individual in- 
centive a chance to go ahead. 
American freedom rests on three 
supports, political freedom, per- 
sonal freedom and economic free- 
dom. If one of the three is lost, 
all are lost, and planned economy 
will remove one of the three vital 
supports—economic freedom. 

“In normal times about one per- 
son in every four employed is at 
work in industry. Employment for 
the other three, however, depends 
to a large extent on the activity 
of the factory worker. But jobs 
in industry cannot be created out 
of thin air. They exist only be- 
cause there is work to be done in 
the factories making goods that 
people want.” 

Harvey S. Firestone Jr., presi- 
dent, Firestone Tire & Rubber 
Company, Akron, pointed out that 
nearly 50% of the country’s indus- 
trial capacity is engaged in war 
work and the nation’s only hope 
of averting postwar economic 
chaos lies in competent planning 
before victory is won. 

The real problem of the future 
will be one of distributing the out- 
put of factories efficiently and 
economically to assure continued 
prosperity, he continued. 

“Unfortunately, the two divi- 
sions of industry, production and 
distribution, have not grown in 
scope and magnitude along paral- 
lel lines,” he said. 

S. C. Allyn, president, National 
Cash Register Company, Dayton, 
stated that the major postwar 
problems of industry are to main- 
tain full employment to absorb the 


|increased labor costs of the 


Advertising Age, January 29, 


four years with only moderat: 
creases in selling prices, an: to 


build sound labor relations. Ith 
management and government ) ave 
definite responsibilities in me: ing 
these problems, he said. 
Asks End of Controls 
“Government’s part is the 
encouragement of business deve]. 


opment,” he explained. “Repea! of 
the excess profits tax and e! 
nation of price, output and « 
wartime controls is essential. [| 
these limiting factors are remc 
I believe that industry can 

workers what they want—sté« 
jobs at decent wages rather + 
public assistance.” 


Man 


Eastman Advances 
Sievers and Stuber 


Herman C. Sievers, vice-presi- 
dent of Eastman Kodak Company, 
Rochester, N. Y., and head of its 
advertising and sales for the past 
10 years, has been elected vice- 


Herman C. Sievers 


Adolph Stuber 


chairman of the board of directors. 
He will be succeeded as director 
of advertising and sales by Adolph 
Stuber, vice - president, who has 
been connected with Eastman sales 
and advertising since 1930. 

Mr. Sievers has been with East- 
man for 43 years, becoming gen- 
eral sales manager in 1932 and 
vice-president in 1934. 


Von Ritter Named 


Fred A. von Ritter, formerly in 
charge of sales promotion for Re- 
public Aviation Corporation, Farm- 
ingdale, Long Island, has_ been 
named assistant director of public 
relations in charge of advertising 
and sales promotion. 


Y&R Appoints 2 V.P.s 


Lorimer B. Slocum and J. 
Brooks Emory have been ap- 
pointed vice-presidents of Young 
& Rubicam, New York. Mr. Slo- 
cum is director of the foreign 
offices of the agency, and Mr. 
Emory, who has also been ap- 
pointed account supervisor, has 
been a member of the contact staff 
of the organization for the past 
five years. 


GREATEST SINGLE 


SALES INFLUENCE 
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People’s Book Club 
A‘tracts 250,000; 
Pians to- Expand 


(Continued from Page 1) 
July, 1943 (AA, July 12), review- 
ing the list of volumes it retails 
to members at $1.66 apiece, and 
outlining the “People’s Jury Sys- 
tem’ established by Dr. George 
Gallup, research authority, to help 
select the right books. A special 
insert explains that Sears delayed 
mailing of the latest selection, 
“Ride with Me,” until this month, 
since “postponement of even one 
mailing will help us greatly to con- 
serve our available supply of book 
paper which, as you probably 
know, is under very strict ration- 
ing. 

Most important of its plans for 
the future, People’s Book Club is 
telling members, is to resume a 
more regular publishing schedule. 
The book club venture, undertaken 
jointly by Sears, Simon & Schus- 
ter, New York publishing house, 
and Consolidated Book Publishers, 
Inc., Chicago, an affiliate of Cuneo 
Press, started out like its predeces- 
sors on a book-a-month basis. It 
soon fell behind, and the schedule 
was lengthened to one book every 
six weeks. ‘We did this in pref- 
erence to cheapening the paper 
quality of our books, or publishing 
smaller or thinner-looking books,” 
the club explains. 


Membership at Peak 


Enthusiastic over future possi- 
bilities of mass distribution of club 
books at a low price, Sears officials 
point out that PBC membership is 
“considerably” above a quarter of 
a million now, while the pioneer, 
Book-of-the-Month Club, stayed 
close to the 100,000-mark for a 
decade. Membership in all such 
clubs is at wartime peaks, and the 
Literary Guild, a Doubleday, Doran 
unit, is said to have reached a po- 
sition where it can offer pre-pub- 
lication estimates of 400,000 copies, 
as high as Book-of-the-Month club 
figures. Without the paper pinch, 


the latter club might now have 
reached the 1,000,000-member goal. 
Others in the fast-growing field 
include several detective units and 
such specialized group as the Cath- 
olic Book Club, Religious Book 
Club and Scientific Book Club. 

Consolidated Book Publishers 
is publisher of the PBC editions, 
which carry copyrights of the or- 
iginal publishers. Cuneo Press 
prints some of the volumes and 
others are farmed out to outsiders 
in the trade. Purchase of Simon & 
Schuster by Marshall Field does 
not affect the club set-up. 

Since the club was launched, to- 
tal volume has exceeded 2,000,000 
books, officials say. Twelve books 
have been brought out, including 
the current “Ride with Me,” and 
none has been selected as a reg- 
ular by any other leading club. 
“Dividend” volumes, offered for 
each four $1.66 books purchased, 
have included Lloyd C. Douglas’ 
“The Robe,” published by Hough- 
ton Mifflin and the best-selling fic- 
tion work for the second war year. 

The eight-page Gallup question- 
naire now being sent to PBC mem- 
bers asks a vote on preferences for 
the first 11 regular books distrib- 
uted; the degree of preference 
among those bought and read; an 
indication of whether members like 
“Not at all!”, “Fairly well,” “Very 
much,” or “Immensely!’, several 
suggested premium and gift book 
selections; a popular vote on the 
gift books already distributed and 
detailed information about mem- 
bers and their children. These 
questions include: “What maga- 
zines do you read regularly?”, 
“What radio stations do you listen 
to regularly” during the daytime 
and evenng, the favorite radio 
program, and “How many books 
would you say the average Amer- 
ican family should add each year 
to its library?” Information also 
is sought on reaction to a possible 
“Young People’s Book Club.” 


Emphasize ‘People’s Juries’ 


The club is promoted via color 
pages in the regular Sears’ cata- 
logs sent to some 7,000,000 custom- 
ers. It emphasizes in all direct 
mail promotion that the PBC de- 
pends, for the first time in book 
club history, on a people’s poll by 
the Gallup organization, which has 
set up representative cross-section 
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$810 per page... 


Selling to Women While They're Young 


Nomber of the Youth Group e 


Lucky for you... 
Girls talk! 


LUCKY FOR YOU because your product's 
acceptance must be renewed with each new 


generation. 


teen-age market comes of adult age. 

Yes, you’d be surprised how often girls talk 
about you—your product, your place in their 
lives today and tomorrow . . 
they learn from advertising written for them, 
presented to them, in this “woman’s maga- 
zine” published just for girlsk—THe A™MEerI- 
GIRL. 


“A East 44th Street, New York 17. 


225,000 ABC . . 800,000* 
Readers say, “Grow along with us!” 


Because good will is something 


be earned again as each year’s 


. at how much 


Published by Girl Scouts, 155 
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*Based on readership survey tabulated by 1.B.M. 


“people’s juries” to pass on scores |mentary books will be offered at; HENRY HOYNS 


of newly-published books. 
of the selections chosen by the | 
juries, Sears points out, also re- 
ceived the endorsement of the 
Pulitzer prize committee. “Public 
penetration” and “Synopsis” tests 
precede mailing out of the “jury” 
copies. 

The majority of PBC members, 
the Sears’ first-year report de- 
clares, live in outlying districts; 
their average age is 30; 70% of 
them are married; over 86% are 
church members, and the average 
member’s library contains 30 to 60 
books. 

The members’ publication, “The 
People’s Choice,” has grown from 
a 12-page leaflet to a 24-page mag- 
azine, illustrated in full color. 
PBC editions carry end-papers in 
full color also, and the club plans 
later to include color title pages 
and illustrations in the body of 
the text, it says. Members may 
also be offered reproductions of 
these end-papers by famous art- 
ists, in a form suitable for fram- 
ing, and bookplates. “The People’s 
Choice”’ may list not only the cur- 
rent PBC selection, but other 
newly published titles. Sears says 
“it is not likely” that these supple- 


Two|the members’ price of $1.66, but | 


rather at their publishers’ original 
prices. 


LUCIUS B. SHERMAN 


Chicago, Jan. 24.—Lucius Booth 
Sherman, 81, who retired as senior 
vice-president of Simmons-Board- 
man Publishing Corporation in 
1941, died here yesterday after a 
brief illness. 

Mr. Sherman was_ associated 
with Railway Review and later 
with Railway Gazette, serving as 
western manager for the latter at 
the time of its merger with Rail- 
way Age in 1908. When Simmons- 


Boardman Company was formed 
in 1911 to publish Railway Age, | 
he was elected vice-president, and | 
was again elected vice-president | 
when Simmons- Boardman Pub-| 
lishing Corporation was formed in 
1928. He had charge of sales sor 
Railway Age, Railway Engineering 
& Maintenance and other company | 
publications. For many years he | 
was on the executive committee of 
the Railway Manufacturers Supply 
Association and a member of the| 
board of the National Railway Ap- | 
pliance Association. 


New York, Jan. 24.—Henry 
Hoyns, 76, chairman of the board 
of directors and the executive com- 
mittee of Harper & Brothers, since 
May, 1937, died yesterday at his 
home in Brooklyn. Joining Har- 
per’s in 1883 as an office boy, Mr. 
Hoyns was elected to the board in 
1915, and _ successively became 
business manager, vice - president 
and president. Mr. Hoyns helped 
to organize Blue Ribbon Books, 
Inc., im which Harper’s has an in- 
terest. 


\\ Wleme- 
RIO GRANDE VALLEY 
Group in Jexas 
ncaches 
TEXAS’ MAJOR MARKET 


at 228,000 population 


QUARTER BILLION 

Year ‘Round Income 
Harlingen Star -— McAllen Monitor 
Brownsville Herald 


Organize yourself to handle 
more wartime work .. . 


duties... 


firm and yourself. 


It gives you a clear planned program that will lead you 
to the more important job you could—and should—be 
handling. It’s a program others have used successfully. 


It will work for you. 


Use paper and printing wisely. Choose dependable Hammermill Bond. 


Its quality is still safeguarded by the 
in papermaking. 


 SMMERM 
BOND 2 


Companion papers for office use include 


Send for this new book... 


Men in your company will be moving into bigger jobs, 
this wartime year. They'll have to carry more of the 
executive load. Now is the time to fit yourself for added 
and new opportunity! 


Hammermill’s just-published idea-book, “Pathway to 
Executive Success,” gives you a simple, step-by-step 
plan for doing this. It tells how you can size up your 
job, crystallize your ideas, make them work for your 


VALUABLE 


most exacting laboratory tests 


Name 


MAKE YOU MUCH MORE 


Hammermill Paper Co., Erie, Pa. 


r 
i 

i 

; Please send me free a copy of “PATHWAY TO 
} EXECUTIVE SUCCESS.” 
i] 

i 

i 

’ 

] 

i 

' 
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TO THE COMPANY . 


AA-1-22 


*, 
44 


sa? a +9 we 
945 ee 
grt 
ast ie 
1 ro 
to Wise 
Doth : ze . 
eting + 
, _ 
——_ 
the a 
evel- 7 
Sal of 
‘imi. 
Oo‘ her 
a If 
oved, = 
ive 7 
te dy 
than 
3 
eV—X—X—X—V§\VYWY—— aaa axQxQxQqQ0888VwX 
ae eee. oe ee ee 
- | 7 
‘ . 
= 
Basie 
a 
Pe 
| ae 
| ‘ Wn e ="? oh . 
a Beas oa ; READ THIS BOOK, JOE, IT WILL *j ~ hie 
oy p ’ ; t ik 
a i -y 
| 7 od ee ee | a 
teed Ale ) —_ 
<< - | fe - 
oem . - “a je - ee: eo egrn : > y 
s: i a .. ’ Be “ee P | _ : 
| a di i ne Bo ; % 7 : i ea er Fes 7 >_> ; , i 
eee. ee igs, ie SG p i Wane a ‘ a 
eee . 7 o So ee d , “sae aes 
ee eee ae ee.” ee . aad 
_— ee ee ee ee ee ee ee ee ee ee ee ee ee ee ee ee j Gea ne ef ae . 4 — —— ye 
! , se an ae es iy sil ; a 
ain 1 ee 4 a ee. i te 4 fi 
oe | a5; ae. . Bic te ‘ea a” 3 eee cone 
4 7. a — ion oo ‘ aig F a ; er 
€ h Ena ree ae ie Saas F ae: : 
’ € ‘ r : pe = e~ = & es 4 -’ ool % r 4 . , 
; I a eae ’ Par. a he & a a 
. , 1 1 a ka ; a e fhe, a ae e % es. oS a ee ge a aa 
“all FT - ae. ee — eee a 
4 eee a ee. oe “ an &: ‘et eee Beate Ree, 
A ch a aad os 7“ 4 Mises ee oy 9 
' I : “a Ps oe eee :. ee ae he 
I a a | ——_—s SS 7 =; 
T 1 ame ‘Spe oe a Pie Me a aa eee > 
‘gi ; Me Mer ae oc) pec = Pa Ta a4 é alee Sa = 
-) ‘me | es eee : ee 
4 4 i; } , 
a 2 a | ik i Tie 
: : i | I ity. 
5 } Bie ~i, 
4 i P. TH I , t " oh, 
ig | A Way to I J ‘2 ‘ i 
> os EXECUTI Vp | "eg 
oO Rig a *Ss i a 
os ; | UCCEsg e I : 
‘od q ind | i i] oe a Z 
eo . eee EB 
F ; : a 
' ») ¢ a a 
| A Man: bs ? oa 
i Semen Ide Boog Pudlisheg ” 
A en = 
= ~~ nS 
ee “ 2. LOOK FOR THE WATERMARK --~ IT IS HAMMERMILL'S WORD OF HONOR TO THE PUBLIC 
ot Ps : rae os 
SS ee PL ? 
: i = é ono esueee 
s Poy Sy ae 
a, ’ ea a 1] 
‘ res: 7 F = | 
fi \ £3 a | ~, 
- aE TD) _™ 
ES " 7 ¥ letterhead | 
| Hammermill Mimeo-Bond and Hammermill Duplicator re ——— 4st 
Ae bs . . P , 4 o = 4 ; a . D : . c f . § 5 


‘ie 


.\. like California without the 


BILLION DOLLAR - 
VALLEY OF THE BEES 


OES YOUR California advertising coverage have a bil- 
lion dollar leak? 

It most certainly has if you’re hoping to reach the Billion 

Dollar Valley of the Bees without using the McClatchy News- 

papers. It simply can’t be done. 


Here's this valley ... buying more in 1943 than Boston ‘ \ % ‘ tach, \ Aas Be \\' we Bri 
. . . Saving over three quarters of a billion . . . housing more ate Sa agee a \S <\\\ 9 iii 


pag 


families than the whole state of Oregon* ... and reading the 
*three McClatchy Bees because they're the home newspa- 
pers. Also because outside newspapers are as foreign in their 
appeal as Philadelphia, Wilmington and Baltimore papers 
would be to New Yorkers. 

Look at California from way up high to get the picture 
of this rich valley. Then you'll see why The Sacramento Bee, 
The Modesto Bee and The Fresno Bee belong on your “A” 
schedule. 


Si. 
3 T 


3 For you who thrive on statistics, 
here’s what Sales Management's 1944 Copyrighted Survey shows 


y TheValley of the Bees has 1,220,000 people. 
15.39% of the State’s total. More popula- 
tion than Baltimore or Cleveland. 


v¥ Effective Buying Income in the Valley of 
the Bees is $1,472,207,605. That's more 
than the total urban EBI in 30 of the na- 
tion's 48 states. 


y Retail sales in the Valley totaled $774,155,- 
960. Only five cities in the entire country 
exceeded that figure. The Valley ranks right 
next to Philadelphia and Los Angeles — 
ahead of such markets as Boston, Wash- 
ington, D. C., Pittsburgh, San Francisco 
and Cleveland. 


y And the three McClatchy Bees dominate in 
Valley trading areas where live 83% of all 
those people . .. where 81% of all that EBI 
is concentrated ... where 88% of all those 
retail sales are made. 


ABC coverage of 88% im metropolitan 
area In 14-county area, more than 
double circulation of nearest competitor 


ABC coverage of 91% in city zone. 
57% of trading area Mc [A i CHY 


ABC coverage of 90% in city 


NEWSPAPERS | - 


zone; 50% in trading area— LS TR 
largest circulation of any news- - i. ste 
paper berween San Francisco National representatives eee O'MARA & ORMSBEE, INC. Dp a 
and Los Angeles. q ; 


New York + Los Angeles “+ Detroit + Chicago + San Francisco 
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;PHOTOGRAPHIC REVIEW 
OF THE WEEK 


ALLANTINE 


CANADIANS CONFER—Executives of Sterling Products Ltd., Windsor, Ont., 

Canadian subsidiary of Sterling Drug, Inc., New York, talk over 1945 advertising 

which, for Bayer's aspirin, includes newspapers, Sunday supplements and ‘'Amer- 

ican Album of Familiar Music" on the Trans-Canada network. Left to right 

are: Ernest Gater, advertising manager; J. C. Creighton, sales manager, and 
Alex M. Summers, sales promotion manager. 
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* 
STYLE—P. Ballantine & Son's new full- 
color display features one of the pop- 
ular fashion models dressed in the lat- 
est togs and posed against a brilliant 
' red background. 


screen ene 
Mtort we; +. OAT Ora 
PUT y, Noes Agen 
* 80m ty a SALES Co a 
: Ca 


USE AFTER SMOKING 


INCREASES POSTER SCHEDULE—C. A. Briggs Co., Cambridge, Mass., is 
using 24-sheets in 70 selected urban areas of I5 states and the District of 
Columbia for its H-B cough drops. Horton-Noyes Co., Providence, is the 

agency. | 


fo it takes berrels of 


87 years at fine whishey-making mekes this whiskey good. money to win this war 
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da. Seiten Cathet’s whiny aidhen, eaieed tereugh si a =r MDF REAL . eer 
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IMPERIAL | %&. | ©: 
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Krum Walkers SPleniter! Whiskey be 
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SELL’ WORDS—Ten words, appearing as the basic text, will feature the new 
‘\ ampaign for Hiram Walker's Imperial blended whisky. Gallery art, in full 
\\ olor, will dominate the magazine series, as shown here in the initial magazine , a 
page, for which the artist was Joseph Hirsch. (Story on Page 34.) i "a 


=+..2: Hardware Mutuals 


OPENS ‘45 DRIVE—Hardware Mutuals, $ ; oo iy ey 

Stevens Point, Wis., is starting its ex- 

panded national magazine campaign NEWS MARKS PLANT OPENING—Shown at a celebration which officially 

with this appeal. Every fourth ad in opened the Los Angeles Daily News’ new branch plant are, left to right: Frank 

the new series (AA, Jan. 22) boosts a Bartholemew, vice-president, United Press Associations; Charles E. Arnn, vice- 

homefront activity. Roche, Williams & president and advertising director of the News; Bob Hixson of Hixson-O'Donnell 
Cleary is the agency. Advertising, and some unidentified glamor. 
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Trucks have earned this right... 


Moror transport has earned the right to the full, free use of truck transportation is aa , 

fair ‘reatment. It has become an indispen- going to be needed, too. Now is the time to - 

‘ab part of our transportation economy sce that trucks are given the opportunity a 

n public interest. Whenever artificial to meet this challenge— whenever it comes P d 

fest ctions are set up, the public pays in as well as they met the wartime crisis. - ‘ 

‘\g © transportation costs, lower levels * * * > |= 
dyction. and employment. Most state legislatures are meeting 


ne acknowlédges that war produc- now and are considering truck legis- 
1s been helped by the lifting of lation. Let your legislators know how 
ive barriers between the states. It you stand on every bill affecting 
to reason that in reconverting to high truck transportation. And most im- 
ime production and employment, portant, urge others to do the same. 


THE WHITE MOTOR COMPANY * Cleveland 


; : . é % : : A nspecgpaeeare Ses: ft uncom! me “@ e wor Bo yee F 
FOR MORE THAN 45 YEARS THE GREATEST NAME IN TRUCKS “seats of tomes aston SOS ton Se ety paren, Melee cee Et 
“LS TRUCKERS’ ROLE—White Motor Co., Cleveland, has produced this DRUDGERY ELIMINATED—"Everything automatic, run by electronic controls in operator's booth,” says the description of 
“ste a blow-up of one of its magazine pages, for release to truckers and this postwar faucet kitchen, which is managed by the housewife, who sits in the bomb bay-like control room of the “giant 
Ppcrs. It is designed to give the public a picture of the role of motor whirling faucet unit.’ This whimsy, according to the blueprint, was “quietly submitted by the office boy of The Schaible Co.," 


transportation and the effect of arbitrary state barriers. Cincinnati. (Story on Page 4.) 
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400 West Madison Street, Chicago 6, Ill. 


NATIONAL REPRESENTATIVES 


ATLANTA 


CHicac ’ : 
O’s MORNING TRUTH 


CHARLOTTE 


ree years old an 


is now the — 


# 


_ morning newspaper 
in the United States 


The Chicago Sun now covers the Chicago market 
better than any standard-size daily paper in New 
York covers the New York market. For advertisers, 
this means that: 3 
Il. You need the exclusive morning audience of 
responsive Sun readers in any newspaper com- 


bination to do a complete selling job in Chicago. 


2. With the Sun alone, you can make a tre- 
mendous impact against America’s No. 2 


market... with a relatively small investment! 


Source: 1940 U S. Census and Publishers’ Statements to the Audit Bureau of Circulation for 6 months ending 9/30/44 


_ THE CHICAGO SUN — 


THE BRANHAM COMPANY, CHICAGO: 360 NORTH MICHIGAN AVENUE 
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